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12 hours in the life of 
account executive— p. 27 




"Tippecanoe" stands for bravery 





Battle of Tippecanoe 



The valor that Virginia born-and-bred William Henry Harrison 
displayed in the famous Battle of Tippecanoe 

helped bring him the presidency of the United States 
and the nickname "Tippecanoe." This son 

of a signer of the Declaration of Independence, 
grandfather of still another president 

of the United States.was from the mold that traditionally 

has kept Virginia in the forefront of Southern progress. 
With this rich heritage, it's no accident that WTVR 

was the South's first TV station— that WCOD was 
Virginia's first FM station, and that WMBG now 

is celebrating its Silver Jubilee of service. These are 
Havens and Martin Stations, the First Stations of Virginia. 



WMBG AM WCOD'M 



Havens & Martin Stations are the onfy 
complete broadcasting institution in Richmond. 
Pioneer NBC outlets for Virginia's first market. 
Represented nationally by John Blair & Company 




WTVR TV 



FIRST STATIONS OF VIRGINIA 




AM 'soaps' may 
gain in P&C 
TV checkup 



What's your 
probiem? John ). 
Anthony Is back 



Sponsor interest 
In news still high 
despite Korea lull 



Hooper signs 
first sponsor 
for Media-Meter 



Roach-Officlal 
pact will mean 
more films for TV 



"See It Now" 
costs Alcoa 
$1,000,000-plus 



Trade is keeping keen eye peeled on P&G, which has asked its agencies 
(Benton & Bowles, Young & Rubicam, Pedlar & Ryan, Biow, Compton) to 
check up on effectiveness of its TV advertising . Soap company's con- 
cern is natural, since it now spends $27 , OOP , 000-plus on radio and TV. 
One P&G agency exec told SPONSOR: "P&G will compare sales results in 
each TV area. If P&G finds its TV results don't warrant the huge cash 
outlay, it may well be the company will siphon some of the money into 
more daytime radio soap operas . " 

-SR- 

John J. Anthony, bleeding-heart Solomon of the airwaves, who hit his 
peak in '30' s, is on comeback trail. Beginning 6 January, Sterling 
Drug's Ironized Yeast will bankroll lovelorn expert (cost: $450, 000- 
plus) over full MBS web. Anthony goes into 9:30 to 10:00 p.m. Sunday 
slot (via Dancer-Fitzgerald & Sample). 

-SR- 

Despite tedious Korean peace stalemate, 3 recent sales reflect contin - 
ued sponsor interest in radio news : (1) Beginning 31 December, S. C. 
Johnson Wax (via Needham, Louis & Brorby, Chicago) sponsors biggest 
news schedule ever on any network — $2, 000, 000-plus annual outlay for 4 
separate newscasts on 539 MBS stations; (2) Atlantic Refining Company 
(via N. W. Ayer) is experimenting , to tune of an estimated $100,000, 
with 5-minute newscasts over 30 stations in Virginia, North Carolina; 
(3) Credit Union National Association (via J. Walter Thompson, Chi- 
cago), first time on network radio , debuts 1 January with 7:30 to 7:45 
p.m. portion of Gabriel Heatter over MBS, with $250,000 outlay. 



-SR- 

Brown Shoe Company, St. Louis, is first sponsor to underwrite C. 



E. 



Hooper's new "Media-Meter " — telephone coincidental service which pro- 
vides comparison of time audience devotes to radio, TV, newspapers, 
and magazines. "Media-Meter" costs $4,500 per city surveyed, and 
Hooper expects to begin using it 1 J anuary in 10 c ities . 

-SR- 

Look for much-needed increase in supply of big-time TV films , as re- 
sult of "joint participation" agreement signed by Official Films , 
Inc., N.Y., and Hal Roach, Jr . . of Hal Roach Studios, L.A. Official 
(nation's second largest producer of home movies) has quietly been 
producing English-language TV operas in Italy; half-hour religious 
films for TV in Holy Land ; 0. Henry-style dramatic short stories ; and 
30-minute low-budget musicals in Hollywood for TV. Official president 
Bill Goodheart, Jr., will screen these offerings to trade "in next few 
months." Roach (nation's biggest studio for TV film production) turns 
out Philip Morris' "Racket Squad," General Mills' "Trouble With Dad." 

-SR- 

Unlike his expensive "Hear It Now," which was never sponsored, Edward 
R. Murrow's new " See It Now " over CBS-TV will be bankrolled in new 
year by Alcoa (via Fuller & Smith & Ross), to cost $1,000, 000-plus. 
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HFE'OHT TO SI»0\SOHS for :i OootMiibor 1951 



NBC all out 
to bolster AM, 
McConnell says 



Denny outlines 
plans for NBC 
radio net 



Nets continue 
to build TV 
Star system 



CBS "one-shot" 
plan has 
sponsors biting 



AM gets boost as 
clearance hassle 
sours firms on TV 



Stress which NBC places on strengthening radio network was indicated 
when President Joseph H. McConnell said at Boca Raton confab that NBC 
was prepared to loose $1,000.000 in 1952 to rebuild radio net . Of 
major importance is merchandising operation under direction of Fred 
Dodge. Already, Dodge has completed pilot merchandising effort for 
Pet Milk and Aerowax in St. Louis and Cleveland with promising re - 
sults . He has 10 field men stationed strategically throughout U.S., 
SPONSOR learned. 

-SR- 

Direction in which NBC radio networ k will evolve was summarized by 
Charles R. Denny, NBC executive v. p., before affiliates assembled at 
Boca Raton, Fla. , last week. He stressed enlargement of net facili- 
ties to grass-roots towns ; increase in net opt ioji time ; programing de- 
sign to utilize AM strong point s and also make effective use of NBC's 
TV stars ; realistic pricing of programs ; sales policies to increase 
usefulness of net for present and future clients ; strong merchandising 
services to increase NBC radio's effectiveness (See story on network 
radio evolution, page 38). 

-SR- 

Recent signing by CBS-TV of 5-year exclusive contract with Ginger 
Rogers, and ditto NBC with Judy Canova, are most recent developments 
in battle between TV webs to grab off Hollywood stars . Biggest invad- 
er of Hollywood preserves is NBC, which has pacted names like Jimmy 
Durante, Eddie Cantor, Martin & Lewis, James Melton, Jack Carson, Bob 
Hope. MGM, in part to placate its stars nursing TV ambitions , has 
just signed $2, 000, 000-plus contract with MBS, allowing over 100 of 
its top talent to star in Mutual shows next year. But it's still v er- 
boten for MGM talent to enter TV . Among MBS-MGM radio stars will be 
Bette Davis, Errol Flynn , Lionel Barrymore, Mickey Rooney, Orson 
Welles, Ann Sothern. 

-SR- 

Sponsors are biting CBS' "b uy-a-pie c e of Skelton " and other " one-shot " 
radio offerings. John J. Karol, CBS sales vice president, told SPONSOR 
"at least 8 sponsors" have shown high interest in acquiring piece of 
"Red Skelton," in near future, including Packard, Pepperell sheets. 
Also, "over 6 advertisers" are interested in one-shots of other shows. 
Pontiac (via McManus, John & Adams, Detroit) is buying single perform- 
ances of "Broadway's My Beat," "Hearthstone of the Death Squad." 
Buick is one-shotting 2 other shows. 

-SR- 

Radio will get shot in arm as aftermath of increasing number of spon - 
sors leaving TV , because webs can't give them enough stations , or 
clear good time slots . Latest is Bonafide Mills, Inc. (via Gibraltar 
Advertising Agency, N.Y.), which cancels "Versatile Varieties" on ABC- 
TV 14 December. Gibraltar producer Charles Basch told SPONSOR: "We 
ordered 31 stations, but ABC could clear only 17 . We probably will 
use radio from now on ." Another, A meric^m Safety Razor Corp . (via Mc- 
Cann-Erickson) cancels Robert Q. Lewis's "Show Goes On" 8 December, 
because "CBS-TV switched show from Thursday to Saturday night," oppo- 
site formidable NBC "Your Show of Shows." Said Ad Manager Buddy Solo- 
mon to SPONSOR: "We're talking about a new radio network show or 
morning radio newsstrip. " 

(Please turn to page 62) 
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BOB REYNOLDS 
In Rose Bowl Play* 

WHEC 
In Rochester Radio! 




IN ROCHESTER 432 weekly quarter hour periods are 
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S/o/)on on 
'/(/ sunset only 


WHEC 


carries ALL of the "fop fen" 


dayfime 


shows! 
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decided ,r 
I n^,.^.. . h 'eadership ' 



as 



WHEC carries fhe fop seven evening shows 

and is fied for ninfh and fenfh places! 



BUY WHERE THEY'RE LISTENING:- 



PULSE REPORT— 
SEPTEMBER-OCTOBER, 1951 

LATEST BEFORE CLOSING TIME 
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5,000 WATTS 



Representatives: EVERETT- McKINNEY, Inc. New York, Chicago, LEE F. OXONNEI,L CO., Los Angeles, Son Francisco, 
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12 huMfs ill llie fif*' of on aeeouut <*.v<»«*H<i»*t* 

To cope with the demands of his job, an A.E. must be a combination of 
Standard Rate and Data, Demosthenes, Freud — and have an iron stomach 



Oi/ster Shell covers 5(i mtirkets teith S 10.000 

Using spot radio 52 weel(s a year to reach farmers in 20 states, this chicken 
feed supplement firm makes small ad budget go a long way 
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l>o viewers retttettther your votttmercial? 

SPONSOR presents an exclusive report on a new study of TV commercials 
conducted by Advertsst Research. You will find the results highly useful 



U7ii/ f>f<iiii(* the proffraut director? 

when he tries to please the station manager, sponsor, and account executive 
— all at the same time — no wonder the P.D.'s efforts are often Uninspired 



Public utilities on the air: Part If 

Here's how local power companies have made increasing use of radio and 
TV to build good will and ward off government ownership 



\ews roundup 

The latest developments on ( I ) network reorganization; (2) sports sponsor- 
ship on TV; (3) Ken Baker's new BMB study; (4) NBC-CBS listening research 



Are i/oii overlookiitf/ statiott breahs? 

Many advertisers have found — to their profit — th-it they can pack lots of 
"sell" into 20 seconds — or less 



COMING 



Let tfour salesuieii in on i/oiir udvertisitiff 

Case histories prove that if a sponsor doesn't turn his sales force and his 
air advertising into one effective team, he may lose out 



Feature fihus tailor-uiade tor TV 

Who's who in production of feature films, who doss the distribution, and 
what results sponsors have had In using them will bo Included In this roundup 



TV ill roifio /loiiir.v 

Many studies have bean made attempting to show the effect of TV on radio 
listening. SPONSOR will present a cross-section of results 
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COVER: Electric and gas utilities are using 
broadcast advertising increasingly. (See story, 
p. 36.) Typical big-city air user is New York's 
Consolidated Edison. Conferring on Con Ed 
commercials are (from left) George MInasian, 
community relations; Charles B. Delafleld, Con 
Ed v.p.; Tex Antolne, star of firm's TV weather 
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Eyes and 




Ears of a 



GOOD CITIZEN 




"This would seem to indicate television on the local level is reaching 
for adulthood," sajrs the Dayton Daily News' Bill Barton. "Moderator 
Stuart Strand passed along many telephoned questions during the 
half hour. He was still clutching a handful when time ran out and citi- 
zens were still telephoning WHIO-TV for some time after the show." 




Here's something hot in public 
service shows — so hot, in fact, 
that we may change the name to 
"Fireworks on Sunday After- 
noon!" 

Actually, the name is — "The 
Citizen Speaks." WHIO-TV 
supplies the prime half-hour (2 
P. M. Sundays) and the mod- 
erator. The rest of the cast is 
Dayton city officials and Day- 
ton citizens. 

A subject of city-wide interest 
is announced each week. Quali- 
fied city officials appear before 
a panel of citizens who want to 
know What? Why? Where? 
When? How Much? During the 
show, viewers can phone in addi- 
tional questions, thus making it 
a widespread free-for-all. 

To use an overused phrase — 
this is democracy in action — and 
we do mean action. It was 
launched with much finger- 
crossing. Would the people of 
Dayton take an interest? If you 
doubt it, you should be on our 



switchboard and read our mail. 
Would city officials like the no- 
tion and cooperate with it? The 
answer is: Both! 

To quote Mayor Lohrey, 
"This is one of the healthiest 
things in city government I've 
ever experienced. The public re- 
sponse is amazing. On this 
WHIO-TV program we're able 
to bring the democratic processes 
of local government into the liv- 
ing rooms of Dayton. This pro- 
gram answers a real need." To 
quote ourselves, "Here is public- 
service programming with a 
BANG!" 



City Manager McClure, Mayor Lohrey and Moder- 
ator Stuart Strand (below) discuss program details. 
With members of Dayton City Commission (above) 
they appear on premiere of "The Citizen Speaks." 

1 





Pulse for September shows 8 
out of top 10 weekly shows 
were aired via WHIO-TV. 



Represented nationally by The George P. Hollingbcry Company 
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BY 
KAY 

MULVIHIU 



l^^^^^j^ KPIX'i telf-% ersion of 

1^-^ Margo Trumbull's popular 

r.idio scries — "Top of the 
Mark"' li.is proved to be one of San 
Francisco's top TV productions. 

Televised directly from the world famous 
ToD of th? Mark the half hour weekly 
program features 
M a r g o' s interviews 
with the world's best 
known figures in en- 
tertainment, political, 
literary and profes 
sional circles 




Margo Trumbull 



Such celebrities as 
Celeste Holm Dor 
othy Thompson, Viti- 
cent Price, Pierre 
Monteux. Marsha 
Hunt Warden Clin- 
ton Duffy. Andre 
Prevm A-ch Obler, Yehudi Menuh.n, Arthur 
f iedler, Opera and Fiailet stars and numerous 

0 hers hive guested with Margo in the glam- 
ourous Nob Hill setting. 

Till interesti.Tg visitors . . , the scenic 
"Top of ths Mark" . . , and the wolU 
paced performance of hostess Margo 

1 rir.iibull, who has acquired a wide, 
prcid reputation for her interviewinE 

techniques, combine to make for a 
s-.nooth production. 

WINTER CONCERT SERIES 

KSF-0"s thiid annual Winter Concert Scries 
has resumed on:e again and is now featuring 
two full hours of classical and operatic music 
each S mday afternoon 

Nhrical h^s!, IJill Hillniaii, also brings 
fCSI'O listeners interviews with leading 
concert artists appearing in San Fran. 

CISCO. 





by 

Robert J. Landry 



Oh, did iiii*i<<» the wriiev? Wc ttevev do . . . 

\i)U are n sponsor. Vou have deoitlofl to risk a jirograni. Radio. 
Or Ipltn isioii. You know how much you want to spend and have 
(oniidcd this intelligence to your advertising agency. As a conse- 
(|uriicc of \our decision lo end)racc sponsorsliip, or at least your 
cx|)rrssed willingness to consider il. a whole series of <-onferences 
have hecn set in motion. These conferences are indubitably educa- 
tional, but unfortunalely a trade-wide addiction lo .'-ecrec) jnevents 
detailed reporting of them. Hence we resort, unsatisfactorily, to 
■"impressionistic projection." 

^ ^ ^ 

You \ourself may be jtroent at some of the conferences, jjerhajjs 
not at the best ones. The meetings will vary with you, the s])onsor, 
the particular agenc\. network, jjackage house, and the amount of 
starch in the assendjled shirt fronts. The slarcii will be related to 
the fat content of the ap])ropriation. 

>(: * 

You uill note, on the table, man} lists of available programs, stars, 
tie-u]is. and merchandising stunts. It may be that of l.S major ■■rec- 
ommendations." lhe\ have their real choice bidden as number 13. 
^ on nun not know tliat for a lonn. Ion" time. 



Rv«;r\l)od\ will be amazingh fannliar with the W illiam -Morris 
\genc). Music Corporation of America, Nielsen and other indices. 
Sonic of the smoother gents will be subscribers lo Celebrity Service, 
a remarkable method for knowing the hotel and room number of 
e\cr) star in town. ^ on will be awed b\ men who rattle ofl po])u- 
larit\ ratings like BrookKn barbers raltle off Dodger balling averages. 
There will be auditors prt^senl. and statisticians, and econonnsls, 
and men who ( an get Abe Lastfog(d on the lelepbune, even in I'abn 
Springs. 

¥ ^ 

Cot the picture? ^ on are w itnessing, in \ our mind s eve. the 
-olemn ritual of jirogram selection b\ executive conference. This 
is big town, big time cr\stal ga/ing. \olire the ounssion. Almost 
ne\er. but almost never, is an author, a mere scri])t writer, in\ iled 
to be ])rcsent. In all the strange folkways of the conference, this is 
th(- great rule. Statistics. )es. Market data. Out of jour ears. 
\ngle>? I!\ the bushel. l!nl no oliservalions from the guy who has 
to c(tn\ert 'Tovmal"' into lixable, nla\ able. manageable script, (iriie- 



SAN FRANCISCO 



some indeed aie the complaints of writers at the assignmenls banded 
them out of e\ecuti\e conferences at whi< li executives have decided 
that writing was too important to be entrusted to mere writers until 
all the fundamental literar\ conmiitmenls were ftvt-t made. 

[I'lease turn to pa^e 77) 
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ON OUR 25n! ANNIVERSARY 

Thanks, everybody! Those two words express just the way we feel 
toward the people who have made possible WLAC's 25 happy, 
prosperous years of broadcasting. 

Of course we mean the advertisers — there were none In 1926, 
nearly 200 in 1951. But, we also are thinking of the millions of 
plain, ordinary citizens who listen to our station — especially the 
932,500 who wrote us last year. 

Thanks to the Columbia Broadcasting System for giving us "radio's 
best" in programming, programs that brought us to the top In 
Hooperatings. 

And, in equal measure, our appreciation goes to the government 
officials who used our station for keeping the public Informed on 
matters pertaining to the general welfare . . . the schools, the 
churches, the charitable organizations and the U. S. Service or- 
ganizations. Each has helped to spread the story of WLAC's 
operation "in the public interest". 

And so, on this our 25th anniversary, we want to make known our 
feeling of gratitude by, voicing that familiar, old-fashioned Amer- 
ican expression, "Thanks, everybody!" 

WLAC 

J. T. WARD, Owner F. C. SOWELL, Manager 

50,000 WATTS • (^BS • NASHVILLE, TENN. 

Represented Nationallv bv the Paul H, Ravmer Co. 
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Youi eyes, too, would reflect the 
uucoiiiplicated cliann of "Betsy 
and the Magic Key." 

You'd live every magic moment 
of all 260 of these quarter-hour 
film fables... know as w^ell as your 
own name bright-eyed, light-hearted 
puppet characters like Betsy, Texas 
Ranger, Mr. and Mrs. Bear, Tommy 
the Bumblebee, "Dumb" Bumiy, 
Sir Anthony the Elephant... 

As an advertiser, you already know 
that this kind of spell — with its 
wide-eyed fascination and day-in- 
and-out devotion — will help you 
sell more of your product. 

"Betsy and the Magic Key"* will 
open new doors for you. For 
first- run rights in your television 
markets, subject of course to prior 
sale, just get in touch with... 

•Written and produceti liy Elizabeth R^iincs, » iih the 
famous Sue Hastings Marionettes. 

CBS TELEVISIOiN 
SPOT SALES../, 

offices III Xeio York, Chicago, Los Angeles, 
Mefujj/iis, Detroit and San Francisco 




. that's super salesman 




Tom Dailey of 

"EECALLIT 

AND WIN" 

Like the pied piper of 

legend, Tom Dailey's 
music gathers listeners — 

plenty of them every day 
at 11 a. m.— from St. Louis, 

out-state Missouri and 
Illinois. 

Those housewives love to 

hear Tom play the songs 
of yester-year. . . the 

music that brings back a 
host of pleasant and 

treasured memories. 
Call them sentimental! 

But rain or shine, six days 
a v/eek, the studio's 

packed. And the air 
audience is packed, too. 

It's such a following that 
adds to Tom's sales . . 

with more sales! 



G/ob«-0»mocrar Tower Bidg. 
Saint Louii 




KATZ AGENCY 



BANKS ON THE AIR 

Tliis has l)oeii in\ first o])i)Oitunity 
to Kiite yoii and coiigratiilate \()u on 
what I l)clie\(» is one of the most cjin 
picle aird accurate analyses of hank air 
advertising I ha\ e ever liad the plea- 
sure of reading . . . and 1 ha\c read d 
lot of them. 

It was rather amusing to nie to see 
how \ oil hit the nail s([uare on the 
head, and it is really loo had that the 
lop ofTicials. such as piesidents and key 
administrators of banks do not have 
an ()])portmiily of reading it. Banks 
usually hav e heen \ erv i)rogressi\ c m 
rfnent \cars in modernizing their serv- 
ice to the pnhlic. hut advertising is just 
something that is passed by lightly and 
usual!) put in the hands of people that 
know little if anything about that im- 
portant phase of business. 

Thanks also for )our kind remark^ 
about my agency and 1 am in hope that 
we can continued lo live up to those 
stamlards. 

C. H. Pearson, Pres. 
Pearson Adv. Agency, V. )'. 

• sponsor's artifle. "Hanks ••an <l<i luMter iiii 
lailio TV," wliirli appe.iritl in the 10 S<i>tfnili<r 
I*J.'>1 i-isit*', ill !»•■ rc-|triiil*Ml in llie December 
f tin' I"iiiiiiii-ial I'lililic Kcliil ion* ,\<soi-lation 
liulletiii. 



CAROLINA JINGLE CREATOR 

I was quite intrigued with the won- 
derful article in \our 22 October is- 
sue of SlH)^S()K highlighting the amaz- 
ing success of the ('arolina Rice jingle 
. . . csjx'ciallv, since I wrote, produced 
and tlirected the little gem! 

There are inan\ more additional 
facts in in\ file that would have en- 
hanced the story: as. for instance, the 
ridiculously low budget that I estab- 
lished to produce the spot in order to 
"sell" both the agen< \ and the client. 
^ Ou sec. four \ears ago. Donahue & 
Cue were very antagonistic toward ra- 
dio and particularh radio people. 1 
had to do a selling job right from 
scrat<-h and practically shoved the jin- 
gle down their collective throats. \ ou 
can iniderstaiid my satisiaction now 
that all the claims f made have been 
substantiated by your article. 

The story was haz\ on the account 
executive whose hobby was jingle writ- 
ing. \ctually, I've written many jin- 



gles both national and local — at natu- 
ral follow-up to my bandleader da\5. 
fiut you'd have enjoved hearing how I 
had to sing, all at once, the lead part I 
wrote for Janette Davis plus the five 
background parts of the quintette plus 
the musical accompaniment — to the cli- 
ent in Bill Schneider"? othce before 1 
could get an okay to cut the platter. . . . 

Again, let me congratulate you and 
your staff for pointing out to the trade 
the continuing effectiveness of radio 
(and T\'); and for crystallizing the 
arguments that 1 found so hard to put 
across just a few short \ cars a<>() 

F>. Jo.\.\v Graff. / '.P. 

Suader Telesciiptions Sales, .\. ) . 



AD MEN WANT TV TERMS 

We understand that the conq)lete 
'"TV Dietionary/llandbook for S])on- 
sors' is available to your subscribers 
by re(|uest. 

We would appreciate recei\ing a 
copy of this just as soon as possible. 
Thanks very much. 
EUGEAE J. Reillv, Ass't Adv. Mgr. 
Chesebrough Mfg. Co.. A'. Y. 



1 have been reading with interest the 
early installments of your "TV Dic- 
tionary/Handbook for Sponsors." I 
would apjireciatc your sending me the 
copy I understand is available to sub- 
scribers. This subscription is in the 
name of our Advertising Manager, j\Ir. 
Vermm I). Heattv. 

Joiii\ A. BiliiNS, Radio-Tl' Mgr. 

Swift Company, Chicago 



I would appreciate your sending me 
a copy of the "TV^ Dictionary/Hand- 
book for Sponsors. ' 

I find myself often turning to the 
set I've clipped out of my issues, 
"lis most helpful. 

Kathry\ MarElia 
Radio & TV Coordinator 
The Borden Company. iX, ) . 

• Srvrnty-lH»t Itapt' TV Dirlioiiary free to 
SI*ONSOH siihsi-rihrrs re»iwfsl. Evtra copies 

!S2.<I<). 



PI LIST INACCURATE 

An organization called The Mail Or- 
der Media Kcseareh ^ells a list to ad- 
vertising agencies and/or ]>rospective 
sponsors purporting to give informa- 
tion on whi< h stations 'v-onduct a per- 
ccntage-of-sales plan with advertisers 
(Plea.se turn to page 83) 



SPONSOR 




CriOSSUS Of the CAROliNAS 



"JEFFERSON STANDM BROADCASTING COMPANY 

R.epresenied Nafic^lly CBS Radio Spot Sales 

i-ii fir--''-"- •BB in "'- i n i -'" --" ' 



It takes roots of a different kind, for the youngest 
tree in the grove to become the hirgest of all. 



Mutual, largest of all radio networks for the past 
12 years, owes its stature to a unique root-structure: 
552 affiliated stations in 48 states— nearly 
twice the size of the next-largest network. 

During the heavy weather of the past three years, the 
penetrating grip of these roots lias provided Mutual clients 
with phis-benefits available in no other medium. 



)t-structure in all advertising 



Wj^' To present and prospective clients, Mutual promises 
an ever-greater yield from this thriving root-system. 
(Already. Nielsen reports more family-listening to 
sponsored shows on MBS, 1st 8 months of '51 vs. '50.) 

To the individual stations that make this promise 
possible. Mutual pledges ever-stronger network service. 
(We are now adding 10 M-G-M all-star shows, full network, 
6 evening hours every week, starting December, '51.) 

And to other networks lately engrossed in plans for 
adoption of the Mutual pattern, we offer all good wishes. 
(All rights reserved, however, on unniatchable combination 
of MBS plusses: flexibility, economy, TV-resistance, etc.) 

THE 552 AFFILIATED STATIONS OF 

the mutual network 




YOU MIGHT FLY NON-STOP AROUND 
THE WORLD - 




BUT... 

YOU NEED - 

THE FETZER STATIONS 
TO REALLY BOMBARD 
WESTERN MICHIGAN! 




WKZO-WJHI^^ and WKZO-TV arc the best radio 
and tele\'ision buys in Western Michij^an, a}id here's 
the proof! 

WKZO, Kalamazoo, and W.lh^F, (jrand Rapids, 
ha\'e been consistent leaders in their home cities for 
years. They deliver about 57% more listeners, at 
20% less cost, than the next-best two-station choice 
in Kalamazoo and (jrand Rapids. BMB Report No. 
2 credits WKZO-W.IHF with bii* increases since 
1946 in unduplicated rural audiences, too — up 52.9% 
at nif^ht, 46.7% in the daytime! In the (jrand Rapids 
area, aloyic, WKZO-W.IKl-^ have an unduplicated 
eo\ era<5e, ni<<ht and day, of more than 6(),()0() families. 



"I lie United States Air I'orce did, i)i hebniary, 1949. 



WKZO-TV is the official Basic CBS Telev 
Outlet for Kalamazoo and Grand Rapids. A' 
24-county Vidcodex Diary study made by Jay 
( jraham Research (corporation proves that Wt 
TV delivers 54.7% more Western Michigan 
Northern Indiana television homes than telev 
Station ''B." The WKZO-TV market is BIG- 
cities, with an effective buying income of more 
two billion dollars! 



(jet the whole Fetzer story today. Write dires 
ask your Avcry-Knodcl representative. 




WKZO-TV WKZO 



IN WESfERN IHICHIGAN 
AND NORTHERN INIMANA 



-fyp^ IN KALAMAZOO 

AND GREATER 
WESTERN MICHIGAN 
(CBS) 



ALL THREE OWNED AND OPERATED BY 



FETZER BROADCASTING COMPANY 

A N i: K ^ - k > () I) K K . INC., IC \ C MJ S I \ K N A 1 I O N A h REPRESENTATIVES 



New and renew 




3 DECEMBER 1951 




I. iVeii? oit Television Networks 



SPONSOR 


AGENCY NO. OF NET STATIONS 


PROGRAM, time, start, duration 


Aluminum Co of America 


Fuller Smith Ross 


CIIS-TV 


29 


Sc-o It Now; Sun 3!30-l piii; 2 IJpc ; 52 wks 


Avco >I f g; Co ( Ueiidix 


Tatliaiu-Lairil 


AKC-TV 


39 


Tho Nanut's The Same; alt W 7:30-8 pni; 5 


lloiuo Appliaiicfs <liv) 








Uc-c; 26 y.ki 


Crnoral .'Mills 1 no 


DaiK'f^r-Filzfscrald- 


AllC-TV 


31 


Vvity Crocker Star Time; Sat 12 noon-l pni; 




Satiiplc 






3 Nov ! 52 uks 


General Motors I'.urp 


Kotite, Cotic Bchling 


AllC-TV 




Pulitzer Prize IMa> house; alt W 10-11 pm; 


( Frigttlairc div ) 








26 «ks 


Kaisrr-Frazer Dealers 


\^'tlliarii 11. \^Vititraul> 


AiiC-TV 


38 


Ily-I.iiie; Sun 7:30-8 pni; 1 Nov; S wks 


Kaij-er-Frazer Dealer* 


X^'tlliani I], \l'eititraul» 


AllC-TV 


■It 


Ailveiitnre'i of Ellery Queen; Sun 7:30-8 pm; 










9 Dee; 52 wks 


Kaufman Bro<4 & Koiidy 
Inc 




r.US-TV 


28 


Unnaine<l; Son 5-6 pin; 9 Dee only 


M & M Ltd 


^^'tlliatll Esly 


CIlS-TV 


61 


UnnariKMl; Sun 12:30-1 pni; 6 Jan; 52 wks 


Proeter & Gaiuhlc Co 


Htrntnn & Ittiwles 


M!C-TV 




Those Two; >I, W, F 7:30-45 pni; 26 Nov; 










52 wks 


Ro'^efield Paekiii*; Co 


(fililtl, Bascoiti & 


AllC-TV 


32 


You A^keil For It; M 9-9:30 pni; 10 Der ; 52 




Hoiifigli 






wks 


C. A. Suanson it Sons 


Tatliaiii'LaircI 


ABC-TV 


39 


The Nnmc's The Same; alt W 7:30-8 pni; 12 



Dee ; 26 wks 



2. Reiieieerf on Television ]\etworhs 



SPONSOR 


AGENCY 


NO. OF NET STATIONS 




PROGRAM, time, start duration 


General Mills Inc 


Knox Rec\es 


CIIS-TV 35 


Li 


ve Li;;e A Millionaire; all F 10-10:30 pm ; 










21 Dee; .52 wks 


G<>o<lyear Tire and Kul>ber 


Voting & Rubieain 


ABC-TV 38 


Paul AX'liitemati Gooilvear Ueviie; Sun 7-7:.30 


Go 








pm ; .52 wks 


Ranger Joe Inc 


Lamb Keen 


ABC-TV 18 


Kaucer Joe; Sun 12 ii<jon-l2:15 pni; 2 Dee; 










52 wks 


S. Statitm Representation Chaufics 


STATION 




AFFILIATION 




NEW NATIONAL REPRESENTATIVE 


CFDA, ^'ictoriaville, (^uebee 




luiIcpeiKleiit 




Radio & Television Sales, Montreal 


CDEF, Craiiby, Quebec 




Inilepenilent 




Radio iS Television Sales, Montreal 


CJSO, Sorel, Quebec 




liKlepenileni 




Radio & Television Sales, Montreal 


KJI5S, San Francisco 




Inilepcndent 




U-R Representatives, N.V. (cff 1 










Jan) 


KI.OU, Lake Charles, La. 




CBS 




Johii E. Pcar«on, N,V. 


KNOE, Monroe, La. 




NIIC 




11 -K Representatives, .\,V. 


WDAR, Savannah, Ca. 




AI!C 




Juhn E. Pearson, N.V. 


WF(».\, >lilwaukee 




1 iiclepcndent 




John E. Peartion, N.V. 


WIIOO, Urlanrlo, 1-la. 




A lie 




J<ihn E. Pearson, N.V. 


WKVB, Paducah, Ky. 




NBC 




John E. Pearson, X.V. 


WNOE, New Orleans 




MllS 




Il-K Representa;ives, N.V. 


WTSP, St. Petersburg 




MBS 




1I"R Represeiita; i\ es, N.V. 


WUST, Wash., U.C.-Belhesda 


Md. 


]ii<lep<*n<lent 




Ilil F. V,ebt, N.V. 


4, iVeie cntrl Renewed Spot Television 


SPONSOR 


AGEN'CY 


h'ETOR STATION 




PRO<^RAM. time, start, durr-tlon 


Canada Dry Ginger Ale 


J. M. Mathes 


WCAU-TV, I'hila. 


l-niin l>ar:ie; 28 Nov; 9 uks (r) 


Inc 










D. L. Clark Co 


HltllO 


ISBZ-TV, Boston 


20 


•'ee stn break ; 2 1 Nov ; 2<> ^ ks ( r ) 


Continental Oil Co 


Geyer, IVcwell & 


WBTV, Charlotte 


20 


-.^ec annenit ; 1 () Dee ; 26 wks ( n ) 




(ranger 








Frilo 


Hutlirauff tli Ryan 


WTOP-TV, Wash. 


20 


•sec annenit; 19 Nov; 8 \*ks (n) 


General Foods Corp 


V ouiig & Rubicani 


WNIIT, N.V. 


20 


.-ee stn break; .10 Die; .'52 wks ( r) 


Great Atlantic &. I'aciAe 


I'aris & Peart 


WM.Q, Chi. 


20 


see aiiiit'iiit ; lo Auv ; 52 wks <r) 


Tea Co 










• In next issue: New and Renewed on Networks, New National Spot Radio Business, National 
Broadcast Sales Executive Changes, Sponsor Personnel Changes, New Agency Appointments 



Numbers after names 
refer to New and 
Renew category 
A. H. Beamish (5) 
W. Charland (5) 
Hal Davis (5 1 

Tom Fry (5) 
Rush Huqhes (5) 



\etv ami renew 3 December 1951 



1. 








Numbers after names 
refer to New and 
Renew cateqory 

Hal James (5) 

G. McCulloh (5) 

J. E. O'Bryon (5) 

J. K. Strublnq (5) 

G. W. Tailor (5) 



Sew aiiff ItciictrccI Spot Television (contiuued) 

SPONSOR 



Cmil \tlantie \ I'arifir 

Charl<'s K. Hires ( o 

IMiilip Morris X Co 

N'al ioiial ltr<»H ing Co 

N«'M \ork Trlrplioite Cii 

I* er!? on ill Produet'. C^orp 

l*roctrr tS, Caitihit' *!o 

Kapi<lol DUtrilvutins 
<!or|» 

Mainlartl Itran^ls 1 nc 
Shu Oil Co 

\\"ar«l Hakiiig Co 



AGENCY 

I'ari- X l**'arl 

\ W , \y« r 
Itiow 

<)v»rn ^ ChapfM-ll 
ItBIJO 
(^niiptoii 

\ouii^ Kuhteani 

Oo^*tl, KedficM & 
Johnstone 

<J^oniptoii 

llet«itt, <»pilvy. It* U- 

fion ^latllc^ 
J. Walter Thotitp'son 



NET OR STATION 

\\( \l.T\. Pliila. 

W TOP-TV, Vi a>h. 
W MIQ, Clii, 

Wr.ItS.TV, N.V. 

wcns-TN', >.v. 

KSI..TV, Sail I.akc 
WRZ-TV, n.ision 



WTOF'-TV, 



N.V. 
Wash. 



\\r.!tS.T\, N.V. 



PROGRAM, time, start, duration 

20-s(.c auileiilt; i(> D^-r; .%2 wks (r) 

1-iitin panic; 7 Nov; 13 Hks (n) 

sin hreak; .i Uec ; 52 wks < r) 
10-sec sin break; 7 Dec; 52 wks (r) 
8-sec annenil; 16 .Nov; 26 wks (n) 
1-niin parlie; 3 Dec: 52 vks (n) 
20-sec annenil; 19 Nov; 52 wks (n) 
20-scc sin break; 22 Nov; 13 «ks (r) 

1-niin parlie; 22 Nov; .39 wks (ii) 
20-sec annenil; 12 No\ ; 13 nks <n) 

2()-see anncinl ; 29 Nov; 52 nka (n) 



/Xtlvertisittg Affeticy t'ersomtel CUattges 

NAME FORMER AFFILIATION 



NEW AFFILIATION 



1 Itilip ^ , At*raiiis 




I'hil (r(tr<loii, ( III., vp 


Same, exee \ p 


ll«-iiry C4 Buiitt>ri4l;:t 




(ror4loit Bair^l, N.^'., radiu-|v dir, arct exec 


'S\ en dell P. Coltoii, .N.Y., exee 


\II<'yii II. Iteaiiii>ili 




\ .\ , l^tate l)rf>art iiH-iit of Coniniercc, A 1- 
hjny, asst dir div imitate pnltliriiy 


Vk'oodar<l & \*oss, Albany, puh rel *p 


l^^ orett F. Bra<len 




Jiihit Cr. Patoii, sis protn mur 


Foole. Cone & Iteldlnp;, N,V., nierrh dir 


W jlfrid riuirlun.l 




Whitehall Itroudcasttii;; Ftd., Montreal, pre< 


MeKiiii, Montreal, dir, \ p 


Fiifr<'t»e J. Copan 




(ieyer, NeMt-ll X Gaiifr^T, N. V. 


Marsehalk X Bratt, N.'\ ., media dir 


Cliri*- Cross 




1 iiited rSiitions., N.^ ., i-liiff I .S. radio-tv 


Kenyon Fekhardt, \.V., as«l pub dir 


lltil DavN 




Kenyon X Kekliar»lt, .N.\., tnctitber afioiiey 
plan board 


Same, also proiti, pub \p 


l*rti<**-t A. I)r«'lirr 




Moiiror K. Breher. '.<Ty 


Same, \p 


J, 1*1. Frt4'ti:son 




(Taples, Chi., \p 


Same, «r \p creative '-vcs 


1 otii Fry 




K< iivoii \ Fekliardt, N.^ iiiitl aect c\rv 


Same, "vp 


\!l»err \\\ C;ass 




^ oliii^ <*C; I{|]htc:iiii, C*h!,, aeel superv 


Same, vp 


1 1 ii ri' y ( • i ;iiiarts 




WT'MA, (^lijirlestoii, news dir 


Bolrert K. Bradbam, Charleston, pub rel dir 


<Hi^.^ U\ Heath 




('osiitopolitan. . 


I.eo niirnett. ('hi., acet e\ee 


'^Iicrrtian llo% t 




Ilotpotnt li>r, <!lii. 


Kiitbrattfr X By an. ., head home applianee 
niereliandi<iiiig 


Uu<-li Htipht'S 




Rush Hughes Radio ;iiid relf\|sioit Feature'^ 
Co, St. L., owin'r 


Lynn Baker, ., ra«lio-lv dir 


Hill JnitK'^ 




F.lliiittun ^ Co, iNA ilir rudiu-tv 


Same, vp 


II«'rh l.iiii«loii 




Keiiyoii iV i*ckli:irdt. N.^ a^st plih dir 


Same, pub dtr 


V\ . Se4»tt FcniKinl 




KiithraufT X lty;iii, Clii., aeel siiper\ 


Same, \ p 


\llSOll C, l.OM, it/ 




J. Walter Vhoiitpson, !N.^., vp 


Foote, C-»»ne X' Bcldin», X.^ ex'ee 


Crl«*nii K. ^lartiii 




C. \\ eiidel M iietieh, Chi,, eop v eh ief 


<*ordon I'esI, Cbt,, eopy ohief 


Cortlon >le< III loh 




<^uiiiiit>;;liniit \ \\ .iKh, N.^.. aeel exee 


Same, \p 


\lfre.l S. Moss 




Beck, N.^ vp 


Bozell X .laeobs, iN.^\, \p, plans board iiicinber 


Itii^srll II \ii:rh' 




Krw ill. \\ a'-ey , F.A.. head iiierehaiid isiii», 
proiti 


Same, \p 


Jiiiii<T> 1^. < >*Bryoii 




MItS, \.^., pul. rel dir 


Itozell X- Jaeobs, !S.^,, at'ct ex»"e 


I'tlintinJ J. I*liillip>. 




It O.MS Buy, 1 >4*lro il. iierl exee 


W ilL-ird G. <ire2or>, L.,\,. aeel exec 


V. Haiitt-I Snilih 




I'liil <H»r<hiii, ( hi., {ivtt iii:;r, aett exec 


Same, pres 


Jfihn K. Stnthiiic 


Ir. 


Coinptoii, \ p 


.Sjiiif, exec \ j> 


i,vTa]i} W . Taskrr 




<^iiniiii>cltaiii X W iiKli, .>.^ head research 
dept 


Same, « p 


UitH J. Wa^fiHT 




Hewitt, OfiiUy, Benson i?i Mather. ., 
aeet exee 


^Morey. Iliiiiiin it' Johnstone, \,V., aeel exee 


Bohrrt >l. % :itsoil 




Kiithraiifl' ^'i Kyaii. N.Y., \p 


Same. aNo hoard dir 


Ceorce 1). U orrell 




Horeiiiii'^ X Co, N.^., eopvwriler 


Same, eopy dir 


f*. SittiioH 


l*oirc»r liirr«»cf.vcvv 




STATION 




FORMER WATTAGE NEW WATTAGE FREQUENCY 


W MnntKOiiMT) 


, Ala. 




,>().nO(> 7 10 kc (daytime only) 



7. A'eic iVelicor/; Miiliatioits 

STATION FORMER AFFILIATION 



NEW AFFILIATION 



Ull.Vl', Miiriun, ln<l. 

W l Al. l'n>ellr\lll.., N.( . 

W INC, W lliriie.trr, \ n. 



I n Jepciiiletll 
I MilepenJetil 



Cits 

CIJS 
NltC 




IOWA IS 

VAST MARKET 

FOR 

DISH WASHERS 
AND CLOTHES 
DRIERS! 



THE iy51 Iowa Radio Audience Survey*, just off 
the presses, reports the enormously significant fact 
that 98.4% of all Iowa homes are now electrified — that 
99.5% of all Iowa's radio homes now have electric power! 

Yet only 1.7% of lotva's radio homes hare electric 
dish washers . . . and only 2.7% have electric 
clothes driers! 



Sales of dish washers and clothes driers are booming in 
the State, however. 41.7% more Iowa homes 
have dish washers now than in 1950 — 42.1% 
more now have clothes driers. And the surface 
has hardly been scratched! 

This interesting opportunity is only one of 
many that any advertising man can find in the 

1951 Iowa Radio Audience Survey. This au- 
thentic, dependable annual study has long been 
considered one of America's finest radio-research 
projects — a "must" for literally hundreds of 
leading advertising, sales and marketing men 
who are interested in radio in general, and the 
Iowa market in particular. A copy is yours on 
request. Write direct or ask Free & Peters, todaj . 



The 1951 Survey proves again that WHO 
continues to be your best radio approach 
to the Iowa market. With its 50,000-watt, 
Clear Channel voice, its top-grade pro- 
gramming and its enlightened Public Ser- 
vice attitude, WHO is Iowa's greatest 
radio outlet — listened to by more lowans 
night and day than any Other station in 
the State. 




+/or Iowa PLUS 4 

Des Moines . . . 50,000 Wttlis 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 



FKEE & PETERS, INC. 
National Kepresenlalives 





*The 1951 Iowa Radio Audience Sur- 
vey IS the fourteenth annual study of 
radio listening habits in Iowa. It 
was conducted by Dr. F. L. Whan of 
Wichita University and his staff. It 
is based on personal interviews during 
March and April, 1951, with9. 180 Iowa 
families — all scientifically selected from 
Iowa's cities, towns, villages and 
farms, to present a true and accurate 
picture of the radio audience in Iowa. 
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J AiL.e*m 




R6dtah.s»l6ng.l„.9re«.ch. 

Long eoQugh to give you com- 
plete ci%verage . . . to pull in mass 
returns ndj^ly from pietro-. 
politan area^ but Armh hundreds 

rural areas ds well,. 

Typical example #1: Blue Cross* 
Blue Shield ipanted ne^ 
subscribers- in the Northwest. 
MJii^n^ IS-secohd Class 9 statioif 
brettkff oVtly on WCCO, they", 
pulled 12,000 mafi and phone 
requests for applications in 
thre§ weeks. From 500 different 
communities in Minnesota —- 
and 180 communities in seven 
netg}iboring states* 



Typical example #2: Frenci 
tftarket ©otf eB >d^ided tb f esf 
the pulling power of its WBT 
slijow. So they offered a "Bibfe 



reminder coin" til tte first 5^0# 
dlsteee^ who Mote in^ Aftef 
three bro«»itiists the offer was 
hastily withdrawn^ because 6,137 
•requests flooded in frorei 244 
comniunities jtt North Caroling 
and 142 in South Carolina; 

Whenever und wherever y<w 
Ifsant to reafh ^stomerss 
%rougitouf a wide area. Radio 
Mn gjtf ^bu there. Etonomi~ 
cally! And In each of thirteen 
of your most important 
markets, the top-rated, most 
sales-effective Radio station is 
the station represented by 
em M&Mo Spot Sales.'' 



"■Representing: 
WCBS, New York 
WCCO, Minneapolis 
KMOX, St. Louis 
WTOP, Washington 
KNX, Los Angefet 
WCAU, Philodolphia 
WBBM^Chicago 



WAPI, Birmingham 
WBT, Charlotte 
WRVA, Richmond 
WEEI, Boston 
KCBS, San Francisco 
KSL, Soft Lake City 
and the Columbia 
Pacific Network 



, • ond for the best in rodioi coll CBS RADIi SPOT SAIES 




p Definitely . . . 

lln's Yiiiii Miiii! 

BOB NANCE, ASTANDOUT 
FARM SERVICE DIRECTOR, 
tackles the world's largest 
business in the back forties 
— at the county fairs — 
farm meetings — schools — 
churches. Where farmers 
gather in Indiana's 18 most 
prosperous counties you'll 
find BOB NANCE drumming 
the wares of his sponsors. 
WIOU's record Sales ochicve- 
ments merits your considera- 
tion . 

L m 

I, ^ C B S 

f^- \y AFFILIATE 
lUIIOU 

^ 1000 WATTS . 1350 KC 
I KOKOMO. INDIANA 

r Rcprarnlcd Nal'ianally ty ... 

I WEED 6- COMPANY 






W lieii uiiusualh bluster) weather hits cities. Anahist. and its 
("oinpanion product. Hist-O-Plus, increase their radio and TV drives 
with what's called an "epidemie'' budget (i.e.: increased broadcast I 
expenditures to sell sniflle-sullerers on benefits of antihistamines). | 

lieliind this Jujiiter I'luvius campaigning is hard-driving Jack 
Hewitt whose work briefcase resembles a sea-going trunk. 

But the only thing nautical about 53-year-old Hewitt is his sloop 
sailing on Long Island Sound. The rest of the time, his feet are on , 
ihe ground — and solidly. ' 

llis apprenticeship began in 1919 with the B. J. Johnson Soap l' 
Company (old Palmolive Company). Then Jack went through sue- | 
cessivc up-tlic-ladder stages "as a very fine salesman and very fine 
district manager" for the Palmolive Company. This from an ex- |. 
employer. Then, brief tenures at Pabst and Borden's clieese division, 
as sales manager, led to an Andrew Jcrgens vice presidency in Cin- 
cinnati, a position be held until 1949. 

It was during this 16 years at Jergens. with Walter Winchell and 
l.ouella Parsons as the firm's air stars, that Hewitt got a complete ■ 
grasp of the selling power of network radio. I 

lUit spot radio and TV are the answer for Analiist and 50% of the I 
ad budget goes into these media. Anahist (BBI)O) and Hist-O-Plus, 
tlie firm s antihistamine-APC, product (Ted Bates) rely on one-min- 
ute announcements and station breaks to build up consumer accept- 
ance. yVnaliist, close-inoiithed. puts a tiny ))ortion of its sales su<"cess 
under public scrutiny and admits it was garnering 20% of all anti- 
histamine" sales after a six-week radio campaign. ( Last year's indus- 
try-wide sales figure was 527.436,000.1 

Su[)plementing the radio campaign in 55 major markets was Ana- J 
bist s atomizer campaign on DuMont's Cavalcade oj Stars. A one- j 
minute film commercial on this show pushed atomizer sales up 50% 
in T\ ( ities as compared to sales in non-TV cities. 

Anahist's current campaign iheme: antihistamines are not a cure- 
all for colds; if s\ niptoms persist, consult vour physician. 

For sociable Jack Hewitt who, incidentally, belongs to C\ ro, an 
international friendship elub. this cain[)aign is boimd to win friends. 

i 

SPONSOR 



MR. SPONSOR: 





Betroit 



EXCLUSIVE! 

ON WJBK 




Again for the 1951-52 season. 
WJBK heads hockey net! For 
the third consecutive year, 
WJBK has been selected ex- 
clusive Detroit outlet for the 
Red Wing hockey games and 
key station for the largest 
hockey network in the nation. 
Broadcasting all the Detroit 
Red Wing home games, plus 
important away games and 
the Stanley Cup play-offs, 
WJBK feeds 16 out-state 
stations which make up the 
Stroh hockey network. Is it 
any wonder that WJBK is 
considered Detroit's greatest 
sports medium! 



Al Nagler, sportscaster in 
this red-hot hockey town for 
20 years and play-by-play an- 
nouncer for the Red Wings 
since 1935, is once again 
thrilling hockey fans with his 
colorful reporting. 




Sure, it's logi( 
that WJBK was 
chosen to origi- 
nate the fast-moving Red Wing hockey games. 
And it's just as natural that smart sponsors 
everywhere choose WJBK to advertise their 
products in Detroit. The tremendous sales re- 
sponse of WJBK's vast listening audience can 
make your advertising dollar pay top sales 
dividends. 



For the best r*.^- . 

°esf radio buy ,„ 



in the w, 



DECEMBER I951 



... „..,... 
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ON 

MOBILE 

Met. Pop. 230,400 

Ret. Sales 
$174,670,000 




AND t 

lAIKRC 

Pop. Primary Cover- 
age 1,326,550 

Ret. Sales 
$578,089,000 



CALL 

Adam Young, Jr. 

National Representative 
or 

F. E. Busby 

General Manaqcr 



,ON THE DIAL710 






See: "Canadiaii Radio Section" 

Issue: 27 Aiisii«t I9.>i, p. 60 

Subject: i our Mas'iov Coiiiiiii!>.'>ioii members 
iipliolil CBC for nglitiiij! pommer- 
eializalion ami '■Aiiierieaiiizalioii'' of 
Canadian programs 

'I'lio recTiil Ma?pe\ Commission report to the Canadian government 
on radio ignored two major complaints presented l)y 113 j)rivately- 
ouned Canadian stations. The first, that CBC "is at once competi- 
tor, rcgnlalor. j)rosccutor. jury, and judge.'' And second, lliey re- 
jected th(> stations' proposal that a separate, permanent body, like 
[he VCC. lie set up to regulate both the CBC and private stations. 

Instead, four of the fi\e commissioners stoutly upheld the CBC for 
"conihatling connnercialization and excessi\e Americanization " of 
Canadian programs. 1'o j)ursue this decommercialization policy, the 
Masscv <()tnnn'ssion. in a majority report, says the CBC needs about 
$14,200,000 to operate and improve services. 

The conunission also recommended that the annual license fee be 
retained and the so-called less desirable commercial j)rograms be re- 
|)laccd by CBC-sponsored shows. Differences between revenues from 
licenses and commercial programs and CF^C needs, the commission 
suggested, could be met by Parliament. In 1950-51, the CBC had a 
Sl.271.i)74 deficit after an expenditure of about $9,573,253. 



See: ''The tajte recorder: it is revolution- 

izing radio programing" 

Issue: 8 October 1951, p. 32 

Subject: Tajje euts radio programing eosts by 
two tbirds 



Tape recorded, on-the-soene documentaries, news shows, and com- 
plete scries of taj)ed dramatic shows have brought AM production 
< osts down one-third to two-thirds below live show tabs. Nou% a film- 
less <;amera developed by two electronic engineers with Bing Crosby 
Knterjjrises, j)romises to slash TV program costs as drastically^ 

The (>ngineers, John T. Mullin and Wayne R. Johnston, employ a 
ta]j(^ recording device ■which doesn't take a picture. Instead, a TV 
camera is the "e} e," with their electronic machine recording on 
magn(!tized tape what the camera sees. The cost saver, according to 
the two men, is the tape which is one-tenth the price of movie fihii. 

Furl her indication.* of cost cutting comes from CBS-TV. See It 
VoH', the video connterj)art of radio's Hear It Now, carries its sound 
on ta])e instead of film with fidelity up to "live" standards. One of 
the savings: half-hour sound rwording on tape might cost approxi- 
mately SlO; sound track on film requires development of the nega- 
tive then a composite print making the cost about four times higher. 

See: "Looking vs. listening" 

Issue: 1 Decemlu r 19.>0, p. 29 

Sllllject: Adx-rlest clu-cks on what happens 
after TV s<'t lias been in ibe lunne 18 
niontlis or o^er 

KL AC. Los \ngclcs, is now in the sef"ond week of a two-week radio 
>nr\e\ contest to delermine night radio listening habits during j)rimc 
T\' \iewing lime. The survey method: a "\ame the Smidae" contest 
with a lic-n|) with riuifly Drug Stores. The air camj)aign is con- 
(lu( led during the 9:00 lo 11:00 p.m. time slot with contest an- 
noimcenK-nls reslriclcd lo the same lime allowed KLAC connncrcials. 
Larry Bnskell, AM sales manager, says KLAC gets the benefit of a 
radio mail check: Thrift\ Drusi some free advcrlisinK. 
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ivhen it comes to placing your 

television programs, remember 



better with Spat ... 

much better*. 



^ Free choice of markets. 

5^ No "must" stations or minimum 
group requirements. 

5^ Wholehearted station cooperation. 

^ Better picture quality than kinescopes. 

>H Savings in time costs — enough to cover 
film prints, their distribution 
and other costs. 

full details from any Kafz representative. 



E KATZ AGENC Y, inc. station Representatives 



NEW YORK • CHICAGO • DETROIT • LOS ANGELES • SAN FRANCISCO • ATLANTA • DALLAS • KANSAS CITY 




lS%-20% of income fn 

r 




I 



Hundreds of the country's finest stations announce with pride "THIS STAT I OH IS A ME 



i 



'AP service pays its way for us," says WBTM General Manager 
dner. "We carry 56 Associated Press news shows each week, 
ry one sponsored. Biggest sponsor is the First National 
ik with a daily 15 minute AP program. They've had this show 
10 solid years. In surveys it pulls an astounding 72% share 
iudience. Nearest competition has 22%. No wonder AP nem 
s itself! Year after year it provides us with a steady source 
ncome. In the past 10 years we calculate AP has been re- 
nsible for 15% of our local income." 



ays Ben Booth, Jr., Vice President of the First National 
ik of Danville: "Our AP newscasts over WBTM do a fine job. 
ran a special promotion on savings accounts. We were 
tmped with responses. The results far exceeded even our 
jt optimistic expectations." 



Figures talk! Figures prove AP 
news pays off . . . in profits . . .to 
station and sponsor! Authoritative, 
alert, concise news coverage at- 
tracts listeners . . . and holds 
them. Sales messages beamed to 
AP news audiences produce 
results ... and profits. 

For additional case histories or 
information on how you can profit 
with AP news . . . write 



P NEWS 



R A 0 I 0 D 1 V I. s I 0 n 

THE USSOCIATED PIESS 

• 50 Rockefeller Plaza, New York 20, N. Y. 



eports President Allen of KGAL "All our 66 AP news pro- 
,Tis are sponsored. KGAL derives 20% of its income from 
j'scasts sold to year-round sponsors. We go heavy on our 
J staff's good local coverage along with AP. This is an 
eatable combination. Of our audience, 75% prefers news 
I all other programs. When I saw the percentage of gross 
led from hews, 1 took one salesman off . . . made him News 
Public Relations Director. We have no trouble at all selling 
ews," 



elmar Clem, owner of Delmar Clem Men's Clothes, KGAL's 
est sponsor of AP news, says: "I've sold suits to people 
1 all over the Willamette-land area who listen to my 7:15 
newscast. KGAL's AP news is tops!" 



I 



Associated Press . . . constant- 
ly on the job with 
. a news report of 1,000,000 
words every 24 hours! 

• leased news wires of 350,000 
miles in the U.S. alone! 

• exclusive state-by-state news 
circuits! 

• 100 news bureaus in the U.S.! 

• offices throughout the world! 

• staff of 7,200 augmented by 
member stations and news- 
papers . . . more than 100,000 
men and women contributing 
daily! 



m ASSOCIATED PRESS." 




4. Publicity 



7. Director 




1 8. Account Executiv 






To show complexities of account man's job, SPONSOR photographed BBDO's America") with people he deals with in one day: I. J. Driscoll, 2. J. 
I Harold Blackburn (DuPont a.e., No. 8 above, who supervises "Cavalcade of Bestecki, 3. K. Winn, 4. J. Ishell, 5. T. Anderson, 6. A. Bellaire, 7. J. Zoller 



I hours Ih the Wk o[ au 




lla.sccl on actual experience*!; of 
several account men, here's 
the diary of a '•^composite'' 
a. c. for an all-important flay 



JfKKKfFft ^ne of the most mytli-clus- 
rAifi°iilni tered personalities of the 
advertising profession is that little un- 
derstood fellow — the account executive. 

His finger-tip knowledge must be as 
diversified as the antipodes, ranging 
from roto to radio, from the tabloids 
to 24 sheets. He must understand at a 
rapid speed the full functioning of his 
client's complex business, whether it 
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be rubber bands or rocket engines. He 
must be a diversified student of human 
relations, with nimble post-graduate 
work in the three-phases of selling — 
house-to-house, wholesaler to retailer, 
manufacturer to jobber. 

And when, on a ciuiet Monday morn- 
ing, a tradepaj)er item like this — "For 
tiie first time the gross billings of the 
four major television networks moved 



aheafl of the gross income of the four 
major radio chains ' — explodes on llie 
planning board table at 10;00 a.m.. 
Mr. A. E. must have the answer. 

He ina\ walk !|uietly into the con- 
ference room, with a glass smile, and 
a queasy stomach, and say, "Gentle- 
men, we are not wrong in going ahead 
with our proposed rndio network night- 
time broadcasting. And here's win." 
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7:45 i" tradepaper tells of television's impact, gives him 

;oncern that client will misinterpret It, grow sour on agency's proposal 
for network radio show which is due to be unveiled this same day 



12:20 Lunch with copywriter, several other agency men. Writer, 
who is to attend big meeting with client, gulps two martinis, causing 
sponsor's a.e. concern that he'll be foggy during the meeting 



He iiiu>t talk witli <()ii\ iclioii, willi 
fc'K'ts and figurfs <iii a (loilar-ffn-dollar 
ha^is. and lie must do it wilhoiil antag- 
oiilsni or excessive pressme. And, on 
top of e\ er\ tiling, lie iiiiist be espec ial- 
h caiefid not to iiiiderniiiie liis own 
delicate position with the advertising 
agency. 

l're<ari<)Us indeed is the life of him 
A\ho remains the one absolute in the 
midst of the shifting uncertainties of 
market-making. He is the account ex- 
ecutive. « <)ntact man. service man, ad- 
vertising man. advertising manager, or 
ad represeiitativ ft. Call him what yow 
will; foi he is as diversified in title as 
in personality. ^ et aKvavs. his (uii« - 
tion is the same to sell what his cli- 
ent makes, aiul to sell more of the 
goods than has ever been sold before. 

si<()_NS()i{ has kal('i(losc()|ied the day 
of manv account executives, in order 
to portrav v\hat might be c«)nsi(lered 
a tv))i< al (la\ in the lih- of one. \nd in 
«o doing, ho])es to bring about a cIos(?r 
relationship between the client and his 
I csenlatix e in the advertising agen- 

I V. Vof altboiigli tlx; stoiy is fictional, 
il Is based upon careful re.-carch, and 
the facts pertaining to the account ex- 
crnlives job ar(> essentiallv tiiie. 

\ltbough he's li-t'"d in the books as 
a lcn-lo-b)iH- gnv. v\ Itli a W est< liester 
mansion, an \li I'aba expense accoimt. 
and all ihe waim ufternoon^ olT bir 
■ olf. ihc books v\ri!c oid\ of the fevv— 
HI ghjwing ti-rnis general. Here is how 

I I xallv i--: 



7 :00 a.m. Monday again. No notes 
on the bed table pad from last night. 
. . . And still a headache. E)es, I guess. 
I'oor ligiit and working late. But there's 
something lacking in the insurance 
commercial. I don't know, . . . The 
conferenre is at ten. 

7:10. I sing the electric razor. Eas- 
ier. Jveading over the cojiy again. 
Basicallv- lacks fire. He can write but 
he falls in the slick rut too often. In- 
surance cojty can t run slick. Conserv- 
ative v\ itli < oiiv ictiou. I wonder if 1 
should luive had him along v\hen I 
Ifiured the 

7:20. Kissed wife. Good! . . . But 
not enough. Just realized that 1 haven t 
said a word to her. hardly, since Sun- 
da) morning. Bad! 1 asked about the 
news of the week, and she said there's 
bridge this afteiiioon. I asked where 
I had ])ut the minutes from the budget 
committee 1 was reading ye#terda\ 
when the Blaines came in. Alongside 
my overcoat in tlie hall. . . . Orange 
juice and coffee hot and black. 

7:!iO. In car. wife driving. Onioii 
skin |)aper t)])(>d in green. "''rh<> Imd- 
gct (lommittee's Iteport of Advertising 
A|)|)ropriations and Calculating .Sched- 
ules for 1952. " Insurance companies 
are conservativ e when it comes to ad- 
vertising, bnl the results ex|)ected have 
to be fabulous. Make a note to call 
Tom Wilson in the sale- department 
first thin<i. 



7:35. Leave wife at Scarsdale sta- 
tion. Don't know which train I'll be 
home on. Tr) to call before lunch. Get 
briefcase. Get Herald Tribune. Good- 
bye , , . wife. , . . riov\'^ nmcli longer 
can you put up with me like this? 
Must reread network and new premium 
station schedule on train. 

7:45. Train. Forgot to look at 
plants in cellar. Think the\ need Vig- 
oro. Ed sat down beside me. Ed's 
copy chief at the agency. Inserts fire 
into copy when needed. He just point- 
ed out to me the item on TV sales 
versus radio sales in the pa])er. W^hy 
did he have to do that? Tough to ex- 
plain at the meeting. Foolish to make 
comparisons of this nature. Radio and 
television are two entirely difTerent me- 
dia for advertising. Insurance needs a 
com|)letelv conservative radio ap|)roach 
for at least another year. Got to get 
more figures on this from research. 

}i:50. Cleaned off my desk when I 
left Friday. Something confusing about 
a {'lean desk. It demoralizes me. 

}i:55. Called Copv. My man isn't 
ill yet. Decided to take a crack at what 
1 want myself. Waiting copy's chal- 
lenging. Gives me a feeling of accom- 
plishment. W onder whether or not I 
wouldn t he happier if I'd staved in 
Cojiy? 

9:00. Call from client's radio man- 
ager. As I suspected, want? to know 



28 



SPONSOR 




t;00 Conference to present client with next year's air plans begins. Account man's objective is 'io 
jiet O.K. for drama on network radio, even though client Is worried about TV's effect on AM 
judience. His argument Is that AM can still do effective job. For outcome of meeting see text 



what the deal is on net TV passing ra- 
dio. Got around the question quietly 
for the time being. Told him I'd have 
fresh facts and figures to substantiate 
the proposed campaign for the ten 
o'clock meeting. Informs me that the 
meeting has been postponed until two. 
He's a good egg. Used to be one of the 
lawyers for the insurance company. 
New V.P. made him radio manager. 
No reason. Isn't too informed in the 
field but takes advice. . . . Called re- 
search for figures and listing on night- 
time radio broadcasting. Want revised 
report by meeting time. Think I'll 
bring research man along to support 
testimony. 

9:15. Sally's in. Heavy week-end 
she says, but looks fresher than I feel 
without heavy week-end. Brought cof- 
fee for nie. Like Sally. Had her five 
years. Commutes from White Plains. 
The agency's afraid that a lot of the 
girls would quit if it moved away from 
the Grand Central area. , . . But not 
Sally! 

9:30. Good news! New account 
brought into the agency. Must go 
downstairs at ten and welcome it. They 
fnake scientific instruments. Wonder if 
I'm still adept at writing consumer 
copy for technical goods? 

9:35. The mail's in. Trade publi- 
cations, market reports — Nielsen, Hoo- 
per. Letter from a college junior Avho 
wants to know how to go about get- 
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ting a job as account executive. Won- 
der if I'll e\er be able to answer that 
one? Maybe something like this: Un- 
derstanding people, analysis, sales po- 
tential. "Annual lieport" from the cli- 
ent. The past year's sales figures, bro- 
ken down for each account. Look 
promising. Other routine matters, 
nothing rush, and that's good Monday 
morning news. . . . Went over my ex- 
pense account for the year, and noticed 
a sharp increase in night club spending 
since taking over this insurance ac- 
count. Why? — a release from conserv- 
atism? 

9:45. R. H., T. W., and A. D. came 
in to get my point of view on putting 
selling words on paper. My problem 
now, too. Looked over their campaign 
— heavy oil. Art ^vo^k is weak, 1 felt, 
and follows too closely competitor's 
ideas. Again, a case where the fire is 
missing. So often the trouble is that 
the copywriter can't visualize his orig- 
inal idea in print. They agreed with 
me. Then we got off on a discussion 
of sounds and symbols in our lan- 
guage. Decided that the advertising 
man's main function is to convey his 
message in a medium that is best un- 
derstood bv the public in terms of what 
ht, has to sell. In other words (bad 
expression), he must be able to spot 
the right medium to do the right job. 
. . . And I still feel insurance needs 
rddio. 

(Please turn to page 77) 





Four fflc*eoiiii( iiu>ii <iai(l what they do 

Kohert W. Day 
Albert, Frank, Cunther, 
Law 

Kiplinger magazine, "Changing 
Times, " account executive; he fo- 
cuses on spot radio advertising, 
buying local programs which have 
loyal audiences. Typical activities 
for Mr. Da/: Determines best 
method for resolving client's prob- 
lem of building circulation for his magazine; sets up 
distribution of sample copies. Represents need to 
timebuyer and station to get best one-minute avail- 
abilities once a month in 75 local markets. Drafts 
suggested commercials with salient points for pro- 
gram's m.c. to emphasize in ad lib pitch. Telephones 
client In Washington capsuling each day's progress. 
Compiles daily sales increase in individual markets. 



KpiiiK'lli McAllister 
Benton & Bowles 

Crosley radio and TV program ac- 
count executive; helped plan ads 
for $2 million "Crosley American 
VVay of Life Contests," which were 
pushed via 105-market spot radio 
saturation campaign. Typical ac- 
tivities for Mr. McAllister: Confers 
with agency staff and client to determine nature and 
philosophy of contest. Goes after choice radio avail- 
abilities by briefing timebuyer on client's needs. 
Helps select motion picture stars to talk up contest 
in firm's recorded announcements. Makes weekly con- 
tact with client, reporting time and locations of an- 
nouncements so that local dealers can be alerted. 
Keeps abreast of daily sales statistics. 



Charles E. T. Srharjjes 
BBDO 

DuPont account executive on Ze» 
rone, Zerex talking duck TV spot 
commercial campaign. Typical ac- 
tivities for Mr. Sc'tiarpes: Details 
eight-week spot campaign with 
DuPont and agency staff. Hires 
animator for duck's voice on disk. 
Studies weather conditions to tie-in antl-freeze just 
ahead of local cold waves. Helps timebuyers jockey 
with stations for best availabilities. Prepares radio 
and newspaper commercials to use in case of last 
minute TV cancellations. Guards against eight-second 
advertisement overlapping station's call letters. Su- 
pervises filming of campaign. Anticipates next year's 
advertising with costs, rates, and sales records. 



William C. Martin 
Ceyer, Newell & Ganger 

Embassy Cigarettes account exec- 
utive in charge of the half-hour 
CBS-TV show, "The Web," which 
is in 35 markets. Typical activities 
for Mr. Martin: Determines cam- 
paign fhsme. Gets hard pressed 
class A time by close cooperation 

with timebuyer. Supervises and coordinates all phases 
of eye and ear appeal commercials by Jonathan 
Blake. Directs story conferences. Through the assis- 
tance of the research department, accumulates daily 
sales reports. Carefully studies each of the 35 mar- 
kets to eliminate sales weaknesses. Attends afternoon 
dress rehearsals, and evening performance to mate 
sure show and commercials inalntaln a high standard. 






How Opter Shell covers 
^fi markets with |4llil0( 



Spot Pilflio, iiso<l yeiir-'roiiiifl io roach fanners, sells cliickeii-fccci 
siippleiiieiii in 20 stales, makes a little $>'o a lon^' way 



£ When cityhrpd ;icU crlisiiifi 

cXfOuliv cs hear iihiml how 
wide a covenige is ailiieved 
l)\ Ovsler Slu'll I'roduets C<)r})(>ratioii 
ill u>iiig \ eai - I'ouiid spot radio in farm 
markets anti how little they spend, the 
reaction is iiearK always the same. 
\lo>t of tliem raise tlieir e\es iniph>r- 



ingly to liea\en, and then fe<'l like go- 
ing out to the nearest recruiting ofliee 
of tlie Foreign Legion. 

It just doesn t seem possible. For a 
grand total of some S40.000 — nearly 
half of the firm's total ad budget — 
Oyster .^hell Produ( ts manages to eov- 
er a total of 56 farm markets with ra- 



dio, in 20 big agrieultuial states. And, 
the feed firm manages to make that 
$40,000 figure s-t-r-e-t-<-h over a pe- 
riod of 52 weeks, not just a month or 
two. 

Results? Just look at the record: 
1. A high percentage of the nation's 
farmers and poultry-raisers feed their 




OAVt THOMAS, CECIL & PRESBREY V.P. (FAR LEFT). HANDLES THE OYSTER SHELL ACCOUNT, SITS ON KEY PLANS BOARD 





crushed oyster shells, in various sizes, 
to their flocks to promote better laying, 
and to help hens lay eggs with stronger 
shells. 

2. Radio is considered by both the 
firm and its ad agency, Cecil & Pres- 
brey, as one of the key factors in build- 
ing a business that now runs, according 
to trade estimates, to quite a respecta- 
ble annual wholesale rate. 

3. The firm's name, and its "Pilot 
Brand" feed supplement product, are 
as familiar a piece of Americana on 
poultry farms today as the Sears, Roe- 
buck catalogue, tractors, and red barns 
— thanks largely to farm-area radio. 

What does this neat trick for Oyster 
Shell Products in radio is not as magi- 
cal as it might sound. In fact, like all 
good tricks, the explanation is disarm- 
ingly simple. 

Basically, the secret lies in two 
things: (1) A consistent approach that 
hasn't changed in 30 years of general 
advertising and. except for refinements 
in technique and timebuying. hasn't 
changed for 15 years in radio; (2) Ef- 
ficient use of the radio medium, based 
on both client and agency knowledge 
of living and listening habits of farm- 
ers. 

From a humble, live-copy campaign 
on three big farm stations (KOA. 
Denver; WHO. Des Moines; WDAY. 
Fargo. N. D.) in 1936, the spot radio 
announcement campaigns of Oyster 
Shell Products have made real prog- 
ress. Today, they are transcribed one- 
minute announcements on 56 big farm- 
area stations. Frequencies haven't 
changed, however. In the beginning, 
one announcement per week was used. 
Except for a stepped-up two-per-week 
campaign during the food-hungry years 
of World War II. it s still one-per-week. 
All that's grown is the station list. 

Timebuying is done by Cecil & Pres- 
brey's Charlotte Corbett who puts all 
the care into it she might use on a 



multi-million dollar campaign, 
though it is one of the smallest 
tional" accounts in the shop. 



"We add stations to our list for two 
reasons,'' states the C&P timebuyer, 
who also handles agency timebuying 
for Philip Morris, Electric Auto-Lite, 
and Red Top Brewing. "When the cli- 
ent decides that a sales area needs bol- 
stering with spot radio, the word is 
passed to me and we start looking first 
for good early-morning, then for noon- 
time availabilities. These are nearly al- 
ways adjacencies next to farm news 
programs. Or, we may spot something 
good in what station reps offer us, and 
1 will recommend it. up the line to the 
account executive." 

Adds Miss Corbett: "There's no set 
formula we use in selecting stations, 
such as using only 'powerhouse' sta- 
tions in farm areas. We do ha\'e sev- 
eral 50 k.w. stations on the list to get 
coverage in a thinly-scattered poultry- 
farm area. Often, however, we will 
buy time on small st^.tions that do a 
good job of coverage in a concentrat- 
ed poultry-raising area. 

"The big yardstick that we use is 
'Does the station reach the farmer we 
want to reach, and does the availabil- 
ity offered us have a good audience?' 
Incidentally, since about 60% of our 
buying is in less-expensive early morn- 
ing slots, we seldom have ratings to go 
by. W^e judge, therefore, on the basis 
of good mail responses, success stories, 
and dealer reaction." 

Since Cecil & Presbrey has to work 
against a tight spot budget, which av- 
erages between $700 and S800 per sta- 
tion per year, the timebuying is done 
very cautiously. There's no plunging, 
no '"saturation" campaigns. \ot when 
each one-minute announcement slot 
can't cost more than about Si 5 each 
week, on a 52-time basis. Often, good 
slots which cost more have to be passed 

by. 

The growth from three stations in 
1936 to 56 stations today has been 
slow, but it has been steady. In 1937. 
three more were added: one was added 
in 1938; one each year in 1940 through 
{Please turn to page 69) 





Churl»tte 
Cttrht'lt and 
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Of Ci't'il & 
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Oyster Shell Products air budget goes for e.t. 
daytime announcements on these stations: 



KOA 


Denver 


Colorado 


WBRY 


Waterbury 


Connecticut 


WDAN 


Danville 


Illinois 


WMBD 


Peoria 




WCEM 


Quincy 




WDZ 


Tuscola 




WCBF 


Evansviile 


Indiana 


WOWO 


Ft. Wayne 




WFBM 


Indianapolis 




WlOU 


Kokomo 




WMT 


Cedar Rapids 


Iowa 


WHO 


Des Moines 




KDTH 


Dubuque 




KCLO 


Mason City 




KMA 


Shenandoah 




KSC) 


Sioux City 




KWWL 


Waterloo 




KCNO 


Dodge City 


Kansas 


KOAM 


Pittsburg 




WIBW 


Topeka 




KFH 


Wichita 




WCSH 


Portland 


Maine 


WBZ 


Boston 


Massachusetts 


WBZ-A 


Springfield 




WELL 


Battle Creek 


Michigan 


WIBM 


jackson 




KDAL 


Duluth 


Minnesota 


KYSM 


Mankato 




KSTP 


Minneapolis 




KROC 


Rochester 




KFRU 


Columbia 


Missouri 


KWTO 


Springfield 




KMMj 


Grand Island 


Nebraska 


KRVN 


Lexington 




W)AC 


Norfolk 




WOW 


Omaha 




WKXL 


Concord 


New Hampshire 


WHCU 


Ithaca 


New York 


W)TN 


Jamestown 




WDOS 


Oneonta 




WCY 


Schenectady 




WDAY 


Fargo 


North Dakota 


KFYR 


Bismarck 




WADC 


Akron 


Ohio 


WHKC 


Columbus 




WHIO 


Dayton 




WRFD 


Worthington 




WORK 


York 


Pennsylvania 


KDSN 


Aberdeen 


South Dakota 


WNAX 


Yankton 




WWVA 


Wheeling 


West Virginia 


WBAY 


Green Bay 


Wisconsin 


WCLO 


janesville 




WKBH 


La Crosse 




WKOW 


Madison 




WOMT 


Manitowoc 





STRATEGY: By limiting farm radio schedules to 
one daytime announcement per week per station, 
Oyster Shell Products manages to stretch Its 
$40,000 budget for the above 56 stations. The 
payoff comes from consistent, 52-week formula 




mmmi 

"V. 



► 



Most efficient: Godfrey's Lip- 
ton plugs are high on "Best 
Remembered" lists, are tops in 
getting viewers to buy brands 



Waning appeal: Texaco's com- 
mercials on Berle TV show are 
now more disliked than liked; 
have high remembrance score 






four i^oniniercial I 



A€l\€»rtosl siiiclv slio%vs even 
"flislikecl" eoiiiiiierei;ils sell if lliev'i'e rememberefl well bv viewers 



Phili|) Morris iidinni (Icliglil 



i(>r\ : 
one of llic "l!ig 



of ils T\ 



^ ^ 111 Iclliii.;; Ill) 

Soi»ii aflci 
TliKc loliiK i o firms liciriiii irsiii 
< aU li\ jiiifiK- ill \iMii 
selling, a I'liilip Morris a<liiiaii uas 
luakiiiji a Iraiii liip <lo\\n l<> I'-M's \>]<i 
fir<lor\ in \ii<;iiiia. lit" liad jusl sol- 
ll<-<l liMiiscIf <'oiiiforlul>lv licliind a 
iHW >[)a(MT. wltcii Ik- heard two iiini 
iM'arliN siarl a spiiilcd di-( u-ision v<'- 



prardiiig loliacro ad\ crl isiiifi. \ coiidi- 
lioned reflex ar lcd : ho perked iiji his 
ears. I'^roin iheir \ oiecs. he soon rcc- 
oi^nlzed llieiii. One was an aseiie\ e\- 
ornlive: ihe olher was a liij^h ratikiii<> 
ofTicial of a compelilive cifiaroUe firm. 

The ageii(\ man was lalkiiig. "Lei 
ine Icll \ou. ev('r\ body is going for 
lhal T\ jingle WL'\e created for \()ii. 
M\ wife hinns it. \1\ kids liuin il. 
I,\eii ihe maid lirrms ii. Il"s lerrifi<"! 



A iewers adore il ! \Vli> . . . 

The rigarelle man hvokc in sourly. 
"Maybe so. may he so. liul why do 
lhe\ all go out and hu\ Philip Mor- 
ris?" 

The ah()\ e slory nuu . or may not. 
he a|)ocrvphal. e\en ihoiigh SPOASOR 
heard il from a reliable source. 

Ihtwever. il ilUislrales a point: The 
T\ viewers max love \ our commercials 
lo death, but the fimeral inav he held 
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at the ca^^ll register. On the otlier hand, 
viewers may reach to turn off iheir sets 
when your TV coinnicrcial squeezes 
every bit of selling out of its allotted 
time, but they may remember it — aiul 
act on it — when their hands are reach- 
ing for a product on a supermarket 
shelf. 

To most hard-working TV admen, 
this isn't news any longer. Studies re- 
ported in si'ONSOR, such as those made 
by Hofstra-NBC (see "Hofstra study 
No. 2," 18 June 1951 ) and the Ameri- 
can Management Counsel (see "Before 
you think your connnercial," 2 Janu- 
ary 1950) have confirmed this. So 
have other studies made by Horace 
Schwerin and Daniel Starch. 

Well, then, what does make a TV 
commercial work . . . that is, sell? 

A good deal of light has now been 
thrown on this tricky question by a 
new study of TV conmiercials. made 
by Advertest Research (New Bruns- 
wick, N. J.) . The study was made dur- 
ing the period of 11-20 October 1951 
in the New York City and New Jersey 
areas in range of New York's seven TV 
stations. A careful, socio-economic 
sample of some 759 viewers were 
quizzed personally by Advertest on a 
variety of subjects. 

Respondents were asked detailed 
questions about the commercials they 
remendjered best, liked or disliked 
most, or which had prom]5ted respond- 
ents into "sampling" a product. View- 
ers were also asked how they left about 
commercials generally, and allowed to 
air some favorite gripes. 

SPONSOR feels that this exclusive re- 
port on the full findings of the new Ad- 
vertest study is important to all users 
of the TV air. whether at the network 
or local level. This can be judged 
from a look at the highlights of the 
recent TV stud) : 

1. "Remembrance'" seems to he the 
strongest link hetueen a TV commer- 
cial and a viewer who is motivated by 
it into sampling the product. 

Among the first five product?, in a 
list of those "sampled" because of TV. 
three of them — first place Liptons Tea. 
second-place A jaw fourth-place TV 
Guide — were also the leaders in their 
product categories respectively among 
"best remembered" connnercials. Two 
others — third-place Tide and fifth-place 
Heed deodorant— were also very high 
on the remend)rance lists among prod- 
uct categories. Others on the "sam- 
(Please turn to page 79) 



f. Slsnv 2!t Icddtiif/ TV advvi'tisers tctn'v iuntketl 
ill I'f'iiK'iiihi'ffitc'c*, lihe-tlisliko, .vfiiiijif iiif/^' 



Advertest study resiiltx .show that products u liirli rank high iu 
their respective categories by having the ''^Best l{euieuibere<r'' 
couimerrials are uio.it likely to rank nell among ^'•sampled"' 
products whose testing is traced to TV commercials 



Product name of 
category leader 

Ronson (li<;htcrs) 
Chesterfield (tobac.) 
Upton's Teo (lievcr.) 
Texaco (gas, aiilo) 
Bulova (watchfs) 
Pepsi -Colo (boft dr.) 
Schoefer Beer (heer) 
Ajax (cleansers) 
Lux (soaps) 
Phiico (radio & TV) 
WestinghoUse (appl.) 
Ford (aiitoinol)iles) 
/beechnut (candy) 
Armstrong (rugs) 
Birdseye (foods) 
TV Guide (pid).) 
Con Edison (utility) 
Howard Clothes 
Stopette (drugs) 

Others of interest 

(not leaders) 

Lucky Strike 

Tide 

Philip Morris 
Heed 

Rheingold Beer 
Ivory Soap 
Muriel Cigors 
Lustre Creme 
Johnson's Wox 
Dri-Glo Wox 

Blank space indicates product did not sco'^e among top group in category specified. 



Score in "Best 


Rank in "17 


Rank in "8 


Rank among "11 


Remembered" 


Best Liked" 


Most Disliked" 


Most Sampled" 


77.5% 


1 






74.7% 


' 3 






74.0% 


12 




1 


73.0% 


6 


2 




72.9% 








61.0% 








58.9% 


1 1 






58.0% 


9 






54.1% 








52.0% 




6 




50.2% 


7 


7 




47.3% 


16 






41.4% 








33.2% 








28.9% 








17.5% 






4 


15.8% 








15.0% 








14.2% 






6 


54.8% 


! 

1 


3 




41.8% 






3 


28.1% 




1 




14.0% 




4 


5 


14.0% 




5 




12.4%, 






7 


4.1% 


2 






2.4% 






10 


Less thon 2% 






8 


Less thon 2% 






9 



'SOURCE: "Study of TV Commercials" made by Advertest Research. Survey made with socio- 
economic sample ot 759 viev/ers in N. Y.-N J. area during period of 11-20 October 1951. 



2. Viencei's^ ehttiees nf TV coiiiiiiercicil.v as to 
type anti methtnl of preseitiatUm^ 



Types} 



Live action . 45. 2^^ 

Cartoon and/or stop motion 44.5% 

Film (oport from cartoons) 8.4Cf' 

Slides .9% 

No choice 4.3% 

Method of commercial presentatittn : 

Singing or dancing 55.6% 

Story or dramatic 23.2% 

Announcer reoding 15.3% 

Borker or pitchmon 4.5% 

No choice 2.9% 

Method of product presentation : 

Showing product being used 38.5% 

Showing how product is made 24.5% 

Telling what product does 20.6% 

Description of product 15.0% 

Famous person endorsing product 1.4% 

No choice 4.9% 



NOTE: In many cases respondents named more tiian one ciioice. 



'SOURCE: "Study of TV Commercials" made by Advertest Research. 
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Why blame the propi 



CSi^ Mail) readers of spOiNSOR no 
j doubt have seen the article 
^ in a recent trade magazine 
(editor's note: Broadcasting) . a forth- 
right article by Tom Hotchkiss in 
which he referred to "the tired radio 
salesman . . . plodding his route from 
door to door, peddling the same dingy 
wares.'' Hotchkiss also had some point- 
ed comments on "diseased program- 
mg. 

Both scourges, tired selling and dis- 
eased programing, have been tlie de- 
sf)air (jf self-respec'ting r<idio men these 
many jears. But when Mr. Hotchkiss 
placed most of the blame for unin- 
spired programing on the shoulders of 
the program director, we wondered 
whether someone shouldn't offer a 
word or two in defense of the unfortu- 
nate P.D. 

'i'he program director is placed in 
the not-too-enviable position of having 
to please most of the people most of 
the time. Program directors have their 
failings yet even with the best of 
e(pjipiiient. energy, and intentions — 
our harried program dire< tors must lr\ 



to please, at one and the same time, 
the manager, who sometimes measures 
over-all programing by what his friends 
tell him: the sponsor, who may expect 
his local show to sound like a network 
show, to pull results like a network 
show — without paying the network 
price: and the aforementioned sales- 
man (account executive) who often 
doesn't know just what he wants, ex- 
cept that it's not what he's getting. 

Sometimes, by chance, the program 
director even tries to please the listen- 
er. But too often a distressing chain 
of circumstances stifles the director's 
urge to be creative and original. 

Nor, in the case of the radio sales- 
man, should the sincere, hard-working 
breed be discredited by classification 
with the "tired" variety who, along 
with their "dingy wares," are ham- 
pered by dingy selling methods and, in 
some cases, even by dingy personal ap- 
pearance or a poor sense of what con- 
stitutes good manners. In fact, in mea- 
suring the radio salesman, we might 
paraphrase "lets separate the men 
from the boys " to read : "Let's separate 




rector? 



Pressure from too many masters (sponsor, station's manager, 
salesmen) keeps him from obeying the real boss — the public 



the account executives from the ped- 
dlers." 

In short, let's not brand the genuine, 
versatile, and inventive program direc- 
tor and radio salesman with the same 
iron we use on the "tired" of the lot. 
Faulty operation in any department of 
radio reflects on all other departments. 

But let's presume that good program 
ideas do inspire good selling methods. 
Just how far should an average local 
station go in elaboratnig on produc- 
tion? Should the station press its lim- 
ited facilities to the hilt, to satisfy the 
determined bidding of a salesman or 
sponsor — and end up sounding Hke a 
burlesque of big-time? Or should the 
average local station rely on simple for- 
mats, clean-cut, down-to-earth pro- 
grams — in keeping with limited talent, 
equipment, and funds on hand? 

Even the use of the tape recorder, 
recommended by Mr. Hotchkiss in his 
desire to escape the usual stereotyped 
studio-produced program, can be over- 
done and, indeed, as we listen to the 
canned parade of transcribed, taped, 
and rebroadcast programs day after 



day, station after station, we long for 
the pioneer days of "live" programs 
that may have been of "bush-league " 
caliber by modern, hot-shot standards 
— yet one felt there was someone at 
the other end, at that precise moment, 
alive and in the flesh and trying to be 
at least mildly entertaining. 

Mr. Hotchkiss also might have 
brought up the epidemic of imitation 
in radio today. Radio has become mo- 
notonous to its own members, just as 
to listeners, because of its enslavement 
to imitation. One quiz show, one mys- 
tery show, one half -hour of screaming 
females and overbearing in.c.'s begets 
another. Everything must be framed 
around a complex format, allowing for 
an overload of commercials, including 
cow catchers and hitch hikes. The feel- 
ing of spontaneity, freshness, and un- 
assuming human interest is scrapped 
in an attempt to compromise the stip- 
ulations of sponsor, manager, sales, 
programing, and God bless 'emf?), 
the temperamental talent. The listener, 
God rest his tortured soul, is welcome 
to the residue! 



The ulcer-producing disk jockey nra- 
nia is another source of sewage result- 
ing from radio's addiction to imitation. 
The poor man's Robert Q. and Garro- 
way have burdened the jaded listener 
with their own warped ideas of music, 
their own little gems of musical mis- 
information. All listeners are "squares" 
in the disk jockey's wa) of thinking. 
He knows better than the man with his 
hand on the dial what should be played 
on the air — or at least that's the im- 
pression one gets from listening to such 
segments of bedlam and cacophony. 

When we tune in at any one hour 
and hear nothing but news, nothing but 
audience shows or soap operas, nothing 
but drama or disk jockeying — we ma> 
well assume that someone is trying to 
outdo someone else, that programing 
is based on just how far one station 
can go in trying to cop another's idea 
and put it to better, or worse, use! 

Hotchkiss places the blame for what 
he calls radio's "crumbling founda- 
tion" on "diseased programing." We 
wonder if, in turn, diseased program- 
( Please turn to page 68) 




B. L. BENNETT 

€oiitiiiift<i|-Piibfici<i/ mrectov, WKBZ, WK«Z-f iW (I^tnsketjon. lUich.) 



The article above — a defeii>.o of llie harassed 
station program director and an attack on the 
Imgaboos inflicted upon him — was wriilen hy 
B. L. Bennett, conlinuitv-puhlicilv director for 
WKBZ-AM-FM, MuskcRon, Mich.' Bennett has 
a varied background fusing the practical and 
the scholarly. The 37-year-ohl director liegan 
at WKBZ ill 1940. Before that, he spent three 
years in display advertising for William II. 
Hardy Company, INIuskegon's biggest depart- 
ment store, lie also spent one year in display 
advertising for the Cunningham Drug Store 
chain, Detroit. He left WKBZ once, for 22 
months, to engage in an unsuccessful struggle 
to make something of a near-bankrupt day- 



limer station — first as assistant manager, then 
as manager. A broadcasters with a literary bent, 
he has written inimeroiis freelance magazine 
articles, llis topics have ranged from the Lone 
Ranger to little-known historical personalities, 
like Captain Walker. "The Man With the 
Branded Hand." He has had published a boys" 
adventure novel. "Danger Trails IVctrlh." Be- 
sides turning out :i Meekly movie column {or 
Schlossniaii Theatres, Inc., he is iiom writing, 
for the third time, his first adult novel. Ben- 
nett, who is single and artienlale. says: "I be- 
lieve working radio men should speak out 
against some of the uncomplimentary (and. in 
many eases, nnjusiified) gripes about radio," 



PART TWO 

OF A TWO PART SERIES 



Public utilities on the air 



Use oi' radio and TV lia.s ^oiie iiii sharply on 
local lovcl. SPOrVSOK study finds news preferred 
pro^'raniin^' liy far. with drama also favored 



W lieu it l ()llle^ to loc;il-l('\ (>l 
ji ad\ crlisitig, the iiatioir.^ elw- 

trir and gas utilities are he- 
roiniiig \('r\ l)roac!east-i!iiiKletl. Tlii> 
fart stands out elearl) in o\ery recent 
sui\e\ of local and regional utilit) ad- 
\ertising. in<-lu(ling a two-uionflidong 
*lud\ l)\ SPONSOR. Here are some of 
tlie outstanding s\ni|)tonis: 

• \l)out three out of four utilities 
are using spot radio. About one out of 
four ol the larger firnrs is using spot 
tele\ ision. where there is \ \ coverage. 

• The hi<iad<ast nhertising shaie 
of local ntilit) hudgets is growing 
steadiK. It's averaging 13..)'; today 

a 2'->' i increase over la.st \ear. The 
total e\|)(;uditurc is an estimated $.1.- 
).()()() annually. 

• The approach is far more \aried 
than it on<'e was. Utilities used to con- 



fine thenisehes largely to !>pot an- 
nouncements and ■■prestige" program- 
ing: today broadcast autliences are 
reached via <-anipaigus that include 
e\er\ thing from T\ feature films to 
radio farm news. 

• The "sell" is uiore vigorous. 
Caught between the devils of cheap 
go\ernment |)ower and higher taxes 
anti the deep blue sea of higher oper- 
ating costs and the need for new con- 
.suuier markets, utilities u.se e\ery good 
device of broadcast advertising to tell 
their public iclations .storx. add more 
customers. 

On the other band, sponsor discov- 
ered that se\eral important ele<?tric and 
gas firms ignore airselling completely, 
or give it onl)' a passing nod. Radio- 
TV's share of ad budgets can be as 
snuill as 0. 1'r. \ billion-dollar firm 



like the West Coast's Pacific Gas & 
Electric cau be locked in a life-or-death 
public-relations battle with government 
power and practically ignore air ad- 
vertising, meanwhile pouring fortunes 
into other ad media. 

At the same time, a gas company in 
the Midwest reported recenth to the 
Public Utilities Advertising Associa- 
tion that it was putting '"about 70%"' 
of its ad budget into radio. Certainly, 
the use of radio and TV is increasing, 
but there are still many inconsistencies 
and much misunderstanding. However, 
many utilities are learning bow to 
profit by the air experiences of firms 
like those included a little later in this 
SPONSOR study. 

Ill one utility field^ — that of business- 
managed electric companies and com- 
bination electric-gas firms — some of 




Pnhliv ntUiin firof/roiii prt'[vrv lives in spot rndiit A T\' 



Activity 



% using 



News, ne\\.x eoiiiiiieiilary. I'anii iwws 46. .i% 

Drjma (rA. sIm»\\s. c4»-o|>s. film) 19.."; 

Service shows (I'oukiiig. lioiiMMiinking;. ) I2..'> 

Popular music («-.t. shows.. i«M'or«ls. rt«'.) 6.0 

Live or or TN aiiiioiiiM-eiiiciits l.O 

Variety, sports, eiitertniiniieiil .>iliows 4.0 

Classical music shows, r«'<'or«l«>«l) 3.0 

Forum and panel show.x 3.0 

"Mr. & Mrs." shows. int«'r\ i«'ws. etc 1 .,1 



Tolal 



100.0% 



^ Note: rliart !■< Iinsril n STONSOK sliiily of li>rnl-li-ri'l puhiic iililily 

limciiiiiii firi'fi rrm rn nn i-riiiu soinr 27>(> riiilio mill Tt sliilii)iis in llir V. S. 
Ill II /fir rii\i-!t. 1)11,' liiruf utility iitiiilil nitiiiimtr ii siiiiilnr sliiiir in si'xu-riil 
niiirhfts. 7 his ii lis finiiml ns mir "'iiir ititvriitiitii" to iiroiil iti'rriri'ifilitinii. 
(tthiTii isi'. slifiKs tirri- Jicnrril sr ftiiriiti'l y. 




Most popular program form with utilities is news and 
commentary, like that of MBS co-op Fulton Lewis, Jr. 




drama ^ 

Zlv-transcrlbed "Bright Star" is typical of star-name 
drama vehicles used locally in both radio and video 



WICE NIGHTLY 

5PM t. STATION 
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News in Action 

Television 



i 



TELEVISJON: NEW YORK'S CON EDISON PROMOTES TV NEWS, WEATHER SHOWS IN BRANCH-OFFICE DISPLAYS 





RADIO: L.A.'S SOUTHERN CAL. GAS COMPANIES PLUG 1 1-YEAR-OLD CLASSICAL MUSIC SERIES VIA HUGE POSTERS 



the smokescreen of mystery that sur- 
rounds the proper use of broadcast ad- 
vertising is being blown away. The 
prime mover here is the Electric Com- 
panies Advertising Program (see "Pub- 
lic utilities on the air, Part I,"' SPON- 
SOR, 19 November 1951). One of the 
major effects within the industry of the 
ECAP year-'round campaigns in net- 
work radio since 1943 has been to 
make many utilities (1) aware of the 
abilities of broadcasting in handling a 
tough public relations job. and (2) 
to set an example in reaching audi- 
ences at low cost — as litde as S1.C6 per 
thousand, via Corliss Archer on CBS. 

An N. W. Ayer executive Avho works 
closely with ECAP, Dwight C. Van 
Meter, puts it this way: "I don't think 
there's any question about public util- 
ities becoming more air-minded. Al- 
though we have not made an official 
survey to determine local-level use of 
radio and TV by ECAP members. I 
ean tell you that a good deal is being 

3 DECEMBER 1951 



done. In the periodic ECAP advertis- 
ing plans sessions with ECAP mem- 
bers, many ad managers among some 
140 member firms have told me that 
they are consistently using radio and 
TV. or are increasing their use. Many 
employ the local commercials ECAP 
prepares for them. 

"ECAP would not take all the credit, 
of course. W^e know it s made man) 
members and non-menil)ers aware of 
how broadcasting can do a public rela- 
tions job for them, as well as improve 
business. Other national, regional and 
state associations have done an equal- 
ly-good job. However, much of this 
would probably have hapjiencd any- 
way. For instance, the rapid develop- 
ments in rural electrifn-ation have cre- 
ated new utility and apj)liance custom- 
ers among farmers, and many firms 
use radio to reach them. Television is 
being used, more and more, since it 
is at the same time an efTective ad 
medium and a source of new revenue 



through added load factors. The grow- 
ing awareness of the value of good in- 
dustry public relations has caused 
many utilities to expand their adver- 
tising into an ever-growing media list 
at the local level. There's still much to 
be done, but we're glad that we've 
helped." 

Even with the excellent educational 
jobs being done regarding utility ad- 
vertising by organizations like Pub- 
lie L'trlities Advertising Association, 
ECAP, Edison Electric Institute, Amer- 
ican Gas Association and other groups, 
there is a distinct scarcity of informa- 
tion available regarding one major 
point: What t}pes of local-level air ad- 
vertising are most widely used by elec- 
tric and gas utilities? 

To find the answer to this question, 
SPONSOR recently conducted a nation- 
wide survey on this subject. Two 
months were spent h\ sponsor staffers 
in querying some 250 radio and TV 
{Please I urn to pa^e 72) 
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WHAT ARE THE HOT ISSUES TW 



Q Radio networks are being reborn 

To the avi'rage .vpoii.sor. the tteists «it<l turns of 

tlio four nationuide radio networks has been a source of 
confusion during the |)asl year. Changes in basic net- 
work polic) have occurred in increasing nnndier, to the 
accoiupaninieiU of rumors galore. But the clear fact 
beginning to emerge amid the rate readjustments, sales 
policy changes, merchandising inno\ ations. etc., is that 
sponsors arc now witnessing the birth of the network of 
ihc future. 

Most current and most talked about among network 
radio's birth pangs is the new \BC reorganization plan 
which got an airing last week at the network's Boca Raton 
meeting. Here, in brief, are the highlights of what's hap- 
pened to the NBC plan thus far — followed b) highlights 
on <'hanges shajnng up among those other lusty infants. 
CBS. MBS. and ABC. (Boca Raton details appear on p. 2. ) 

Si'O.NsoK's general conclusion after a nationwide sur- 
vc) of \'BC affiliates is that \UC's effort to reevaluate 
rate siructnres of its afliliates will be gencrall) success- 
ful, despite adjustments as \BC and indi\ idual station 
meetings continue and discontentment among those affili- 



ates who lose revenue thereby. But the imjjortant po| 
for advertisers to remember is that it makes little difTf- 
ence for them precisely how NBC adjusts internally, li. 
total cost of the present \BC network (before new s 
tions were added ) does not go up or down as a result 
the individual station adjustments since lhe\ balai 
one another out. What is important for sponsors abi 
\BC's reorganization is that it is designed to please tht 
in the long run by making network radio easier to b> 
more flexible. JNot part of the originally announced 
organization plan but definitely linked with this ent 
trend is the recently announced NBC guaranteed-circu 
tion plan. With its guarantee of the number of listen* 
who hear the sponsor's commercial, this plan combii 
the benefits of a magazine's guaranteed circulation w 
network radios inherent advantages. It goes magazii 
a step further In guaranteeing attention to the ad m^ 
sage rather than mere guaranteed purchase of a copy 
the magazine. The new emphasis on merchandising 
another step in the magazine-technique approach. 

NBC's major rival. CBS. meanwhile is going througl 
process of evolution all its own. Efforts to describe \vH 
(Please turn to page 82) 



^ Sports tip: clieck on local rights 

.Sjioii.vor.v, tfho've been pickittfj np the ratlio nttd 

T\' tab of football, baseball, hockey, wrestling and box- 
ing tourne)s. will keep a sharj; e\c peeled on the legal 
scorccard in I . S. District Court. rhiladel])hia. the 17th 
of l)('< ember. The courtroom <'ompetilion ihere invob es 
professional football in parli' ular. but the outctnne may 
well ha\'e far-icaching ofTccts on sponsorsliip of all sj)ort- 
ing c\ ents. 

In a nutslndl. here's what the I'hiladelphia legal hassle 
is about : 

The National Football League. whi(h represents 12 
pro football <lnbs ihroughoiil the nation, will contend it 
lia> e\ (M \ light l(; delenniiie whether or not pro football 
games >liall be l('le\ ised. It w ill maintain that bringing 
the giimo free into the pailoi w dl be C((ui\'alenl to cnt- 
lirig th<- tbroal of its boxoflice earnings. Conse(|iienlly, 
it will petition the court lo dismiss the federal Covern- 
menTs anli-lrii>l snil against it. 

Ihc (io\ crnmcni's <a>c. as sl'ONson learned in Wash- 
ington from \ i( lor Kramer, of the I . S. Justice Dcpl.'s 
\nti-'l rnsi l)i\isi(in. hinges on three (pjcslions: "Are the 
football teams <onspiring lo rcslrain trade? I'irst, are 



they depriving broadcasters of re^•enue and sponsors 
the benefits of ad\ertising? Second, are they deprivij 
the public of the right to see the games free on TV?" i 
Ordy a toss of the coin can no\v determine \vhich sij 
will win this showdown case. What seems fairly Cf^ 
tain, SPONSOR learned, is that the NFL will shrug asij 
the issue, b) decreeing that henceforth football teams u 
diviilually will decide whether or not their games sha 
be televised. 

In following this course. NM^ will be taking its ci 
from the National and American Baseball Leagues. Th 
|)asl fall (24 hours before the Government took actic 
against the NFL) the ba.scball leagues voluntarily avoi 
cd |)ossibility of an anti-trust suit, by ceding game-tel 
\ising dc< isions lo the indi\ idnal baseball teams. 

It b)llows that if the NFL. too, |)ursues this cour^ 
football-loving sponsors would be wise, noic. to hud( 
u]) with promot<Ms of their local football teams. 

From an o\erall viewpoint, llie Philadelphia court ca 
brings lo a head the long-seelhing sponsor-vs. -sports pr 
molcr debate: Does televising of sporting e\ents in fa 
increase or decrease the boxoffice take? 

Answers are a dime a dozen. dc])cnding on who yc 
{Please turn to page 83) 



lEEK? 



network radio i$<» changing fast 

report to acl men on sports spons4»rsliip 

new Bi>IB-type study is on the way 

survey shows 77% listening outside parhir 



10 Baker launching BMB project soon 

biggor mifl hatter version of the lOlO HiHB 

•\neasurements of the circulation of broadcast advertising 
-!( which still remains a vital buying tool) will be in time- 
buyers' hands sometime after March, 1952. 

That's the word from Dr. Kenneth C. Baker, who used 

I'to head up the now-defunct BMB. Baker is now a partner 

I'iii Standard Audit and Measurement Services, Inc. of 
!New York. With his partner. Michael U. Xotaro, Baker 
is currently in the process of reviving the BMB-type 
study, one of the most useful items a timebuyer can have 

"at his elbow. 

' According to Raker, the new study, for which CBS 
'(see Howard S. Meighan's comment regarding CBS and 
'ithe new BMB on page at left ) and about 32.5 stations have 
'already signed up, will be "precisely comparable" with 
the old BMB figures. Also, it will show much more data 
on non-subscribing stations. (Other webs will soon get 
a strong pitch from Baker.) 

\ These factors alone should be a boon to agency time- 
'ibuyers. Comment (from J. Walter Thompson's Jane 
Shannon ) is representative of many "We very definitely 



need such a study in buji 



ig time. 



We'ie still usini; our 



1949 BMB. even if it is out of date. Of course, we pen- 
cil in our own corrections as best we can and make in- 
formed guesses as to changes in circulation. But. if the 
new BMB-type reports live up to mininmm expectations, 
we'll really have something useful." 

Even so, the upcoming study, for which some 750,000 
ballots will be mailed to listeners and viewers this March, 
will have some new wrinkles. Here are a few: 

1. Agencies and networks will be able to run special 
IBM tabulations, showing distribution and circulation 
among families that have car radios. Also, it will show 
data on "extra sets" in radio homes. 

2. TV will be charted in the new study. Some clear idea 
of how TV has affected AM's circulation will be given. 

3. The base sample for the study will be bigger, but 
not too much bigger. Says Baker: "There's a point of 
diminishing returns in this. After you reach it, the in- 
creased accuracy isn't worth the extra monej ." 

4. Advertisers who want to measure radio or TV sta- 
tion circulation in order to determine individual dealer 
shares in a group or co-op air advertising campaign will 
be able to do so. 



^0 Nets measure individual listening 

To meaxure rmfio^s ctrctUatlott and listening, it's 

no longer accurate to make your yardstick family li.sien- 
ing and radio homes. You have to" visit a radio or radio- 
TV home and find out what the individual is doing, where 
listening is going on. Further, you've got t'o follow the 
individual as he drives to work, eats his breakfast in the 
dining car. visits the barber shop, works in the factory. 

This is the great lesson contained in a new study, made 
Jointly by CBS and MiC, and compiled from diaries of 

Ithe American Research Bureau. Washington, D. C. A 
nationwide cross-section of 3,C()0 individuals were mea- 

,sured, and the results, just announced, are eye-opening. 

J Highlights of the NBC-CBS stucl> : 

^ 1. TV has definitely not killed off radio listening. 
' Video's entry into a home has had the effect of dispers- 
ing radio listening to other locations than the parlor. 
Now. 77'/^ of all radio listening in TV homes is done with 
t "secondar) sets" in kitchens, bedrooms, dining rooms. 
I cars. etc. In fact. TV families have more radios than 
I non-TV families. Some 4r(//f of TV families have three 
' or more radios: onl) 35^^ of radio-only families have 
that many. 



2. Here's how the dispersal of radio listeners to other 
areas in the home has worked out. and how it affects dis- 
tribution of total radio listening. For a typical day in 
August 1951 (not a strong radio month i covering the 
period between 6:00 a.m. and midnight; 



I.oiation Radio Only Radio-TV 

living Room l<.).5'-'r 22.9% 

Kitclieii ... 27.2 .50.0 

Bcdrooiii - i:i.2 9.(> 

Dining room 3.6 6.2 

Automobile . 1.5 6.3 

All otlK-is - . - S.O 5.0 



100,0% 100. ore 



3. The woman of the bouse is now radio's greatest cus- 
tomer, VN'hich accounts for the high rank of the kitchen as 
an "outside-the-liviiig-room" radio listening area. \\^)m- 
en do most of the listening m .52/'r of the families quizzed 
by ARB. Others: in 21^^, father; 13^^, daughter: 10' v, 
son; V t for the rest. 

4. Radio wins bands-dowii in competition with print- 
ed media for the public's attention. The survey found 
that the average I . S. individual spends triple the amount 
of time with radio compared to newspapers, five times a.s 
mnch with radio as with magazines. Daily figures: 
radio, 109 minutes average: newspapers. 35 minutes; 
magazines. 19 minutes. No figures given on radio vs. TV. 



I 



What ctiu sttitunt f»rc'«/».v ffo ht'st? 



Stt III ti late buying action 
Build brand acceptance 
Announce product improvement 
Create demand in desired retail outlet 
Tie-in with holiday or seasonal sales 
Provide broker and dealer support 
Reach hand-picked audiences 
Pin-point sales messages according 
to region, weather, time, other factors 




m station breaks 



You may lie .siirpriseil to find how iiiiicli "sell" 
you can pack into 20 seconds — or less 



THIS 20-SECOND ANNOUNCEMENT (OVER- 
COMPLEX) GOT POOR REMEMBRANCE 



Scrambled 
name 
unrecog- 
nizably 




Recalled no 
name 



Named rival 
product 



THIS 20-SECOND ANNOUNCEMENT (NON- 
COMPLEX) WAS WELL-REMEMBERED 



Correctly 
recalled 
name 




.Sourrr. Si hu ft tn Hctearch Cor potation 



60 SECONDS TELLS" AS MUCH AS 180 



rOTAL COMMERCIAL TIME 
DEVOTED TO PRODUCT 


% OF VIEWERS 
REMEMBERING 


60 sec. 


91% 


100 


87 




94 




94 
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v""^' A few )cais ago choice la- 
g dio station larcaks* were 

\y about as scarce as a winning 

ticket in tlie Irish Sweepstakes. But to- 
day "adjacencies" next to jack Benny, 
Lux Radio Theater, Your Hit Parade 
and between Ingh-ratcd soap operas are 
going l»cgging in many markets . . . 
wliile good one-niinute availalnlities. 
which used to he a distant second in 
the sponsor hit parade, are sold out and 
often have waiting lists. 

W by this swing to minute announce- 
ments and away from day or niglit sta- 
tion breaks — a reversal lhat s hajipened 
in the la.st year o'- so? 

SI'ONSOK (|ueried station rejiresenta- 
li\es, tiniehuyers and copy chiefs, re- 
searchers and advertisers and found 
that: 

1. Both stations and advertisers are 
responsible for the trend stations 
build \ehi<lcs for minute announcp- 
nient.s and usuallv sell them at the same 
rates as station breaks: adverti.«crs feel 
they need longer sales messages to sell 
new i)rodu<'ls and meet increasi^d com- 
petition. 

2. Agency peojile generalK' were un- 
aware of the trend '■whether we buy 
2()-second or one-minnte annouu'^e- 
ments depends on the basic strategy of 
the campaign."' 

3. The evidence indicates station 
breaks are still an excellent buy and ad- 
\crlisers mav be passing up manv a 

*Slan'on breaks refor to llic 30 secontls bo- 
Iwcrn profiranis, anr callpcl cliainhrcaks wlien 
l)flw«>en nelvvork allows. Fivp socomjs are tle- 
vdlcd lo local >lalioii idpnlificalion and the 
riniaininp lime <;old for aimnuiipcniciil?. 



sales "gem" if they overlook them. In 
the words of Murray Grabhorn, man- 
aging director of the National Associa- 
tion of Radio and TV Station Repre- 
sentatives, Inc., "It's an abnormal trend 
that will run its course before it goes 
back to normal." 

Already, "some advertisers that 
dropped station break schedules a year 
ago are re-cvalnating them now and 
find that they still represent an eco- 
nomical and efficient advertising buy," 
according to Bob Leder, Eastern radio 
sales manager, NBC Spot Sales. 

For example, a Midwest candy ad- 
\ertiser, who had been putting most of 
his advertising dollars into station 
breaks in 55 markets, last year cut out 
nearly all radio in TV areas and went 
as deeply into TV as Ins budget would 
allow. But results were discouraging 
and unsatisfactory because TV couldn't 
cover outside areas served by radio, 
and TV forced ihe advertiser to spread 
his dollars too thin. This fall he was 
back in radio full blast with a new sta- 
tion break campaign over 55 stations. 

SPONSOR ran across plenty of suc- 
cess stories that reveal solid "reasons 
why" for buving station breaks. Here 
are three of the most important: 

1. They deliver sales messages with 
impact to maxinnnn audiences. "They 
are a fine \'alne for reminder copy. 
1'S.G maintains a gold-plated list of sta- 
tion breaks and sluiflles them on their 
jjroducts." rc|)orted I'&G limelnuers. 

"Life Sa\ers have used station 
break announcements since 1941, ex- 
cept for a hiatus during the war, to 
gel across their sales theme," says a 

SPONSOR 




l*urlor game for spotisors: Read 
20 seconds' worth of your sales copy. Have an 
associate time you. The number of sales points 
you can get in will no doubt prove surprising 



Examples of the tvuii three promineni 
nir users huve hoiletl down sules 
messatfes into u few ivell-choscn tvordi 



Vi\ c'-<4C'f«>ntl uiiiioiiiifeiiit'ni.s: 

(#1) Aiincr; Need a personal loan to take 

care of bills? Think first about the First National 

Hank of Boston! 

(#2) Aniicr: Save ivith Jenney! Add mileage wit\ 
Jenriey! Get solvenized Jenney Gasoline now! 



I (l-sforoiid aiinoiiiireiiiciK: 



-P.M., liulova Watch Time. 



I" or a great watch value—choose the 
handsome Bulova DIRECTOR! Complete with 
expansion band — only $35.75! 



i i>-sc>r(»iicl iiiiiioiiiiroiiient: 



Boy: Say . . . Why do they call 'em Life Savers. 
Girl: Because of the hole in the middle! 
Boy: Why put the hole in the middle? 
Girl: So they can call 'em . . . Life Savers! 
Boy: You're going around in circles! 
Girl: So do Life Savers! 
Boy: Oh — Nonsense! 
Girl: No — Five cents! 

Anncr: ies . . . only five cents for delicious 
Pep-O-Mint Life Savers! 



Young & Rubicaiii spokesman. Cur- 
rent schedule calls for 75 announce- 
ments a VNcek on six stations. (Its in- 
teresting to note that the) 're TV mar- 
kets and that Life Savers uses no TV.) 
A recent announcement ended with a 
little bo) saying, "Gee. I wisht 1 had a 
nickel" (SPONSOR, 26 February 1951). 
A goodly number of listeners ha\'e sent 
in nickels! 

2. Station breaks offer great flexibil- 
ity, enabling advertisers to pin-point 
their sales story and reach hand-picked 
prospects. Current campaign for Pres- 



toiie Anti-Freeze uses a "floating"' 
schedule of six and eight-second an- 
nouncements tied in with freezing 
weather predictions, during early morn- 
ing and evening. "These quickie com- 
mercials pre-sell Prestone, stimulate im- 
pulse buying and remind the listener 
to buy, " explained a station rep sales- 
man. Prestone is a consistent user of 
station breaks. 

3. Station breaks can achieve quick 
results, as was discovered by the owner 
of two lestaurants in Washington. D. 
C. Me advertised Christmas dinners on 



WTOP. By 10 a.m. the advertised-res- 
taurant was 100% reserved. His other 
restaurant had only 70 reservations so 
at 1 :45 he asked to have special an- 
nouncements prepared and aired. Be- 
fore the day was o\ er, he tiad served 
250 persons and could ha\e served 
more, if space had permitted. By ac- 
tual count. 99 guests mentioned they 
had come because of the radio an- 
nouncements. The restaurant owTier is 
continuing to use station breaks on 
WTOP. 

(Please turn to page 64) 
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. Christy ErVs 



^niwi^And Stratosphere 

* ^'ijon ..«r»r of the Worlds. ^ 




Radio And Video 
Had.o, conscious oj the chal- 
lenpc ^^«"}^,lts m the b>g bat- 

on the air early next rnonth m 
••The Lives of Harry Lu"«-„ 
Blavins: Lime, the "third man. 
¥h?s was Welles- most sensa- 
tional character you 11 rerail 
sfnce he rocked the nation w,t». 



bis b'dcast of H. 
•War of the ^'•'^f''^ vastly wrlt- 
•en by W^nes and di.e««« 

^\^'e"^1nt;V^naTonaf '^advW - 
Ind a fascinating rogue wh^ 

He has the ^ss'-i*™' 
ham Green, the 
Welles wUl oe 
^'.^riptlons. aires' 




Us»en« 
Orsow- 

.By Rex tor****'. 



The Pittsburi 

todle and T«l«vi»tow > ^. .■'^^ 

Orson Welles Gef s Sef for Nei 



S»riet Britain H«on 
Is Coming over Her* 

By SI STEINHAUSER 

-Onre upfln » tlmp."with noth- 
Ins 1" «rii» about. I typ«^ "Oni" 
of ihrsf <1ay« lhl« Ruy Orson 
Welles, will pull .lomeihing lo 
Hand ihe world on lis ear " 

A rnuple o( niphi.i later he did 
hi<i woild (iichlrnine ".Man From 
Mais' Slum. Radio listeners 
'S a ll n\er," Aclu 



Now. however. I h*ve ROMP . 
Vance informatwjn about OMittB' 
and his plans. He < wfdes nrtf 
from London where he id maKin^ 
his home lt>ai we will !«>«■> 
Ine his 'Lives at Harry Uin»- 
eaity m Ofioher. As usinl the 
stories are written, div*rt«(( »n<l 
starred In by Otsrtn^ He plays 
Harr>' Lime, the •Thlnl Mm,' M 
an arranRetnent with Grahiroe 
Creen. British novelist, who cn^ 
a'ed "The Third Maii. V 

l.ime is an inlerji*tlon«! 
\rniurer and rogue, who sarrw 
ho« manacos to keep on tht 
richi side of the law. 
,Th f iia nserlhed series is idl. 
"""""^ dhe British 



■el 

[infrin^ 

flwt W 

^ ttlrciitly 
tod JH^IJ 



Mm;"*- WcJIesi 

«>ntk'n-nis. .Pt" 
rioft. Rent*. J|| 

.oWier ccjiWa 1 
CASTS b^iHaf^ 
Hurry 

lOUO'^J 

'•of 1 



By Orson Welles 
Moving to U. S. 



in I 

\\^ 
early j 
Harr> 
"Third 
most sen 
he rocke 



Cos 




(fliiaiiiiints 



Jies Series 
cceptance 




yons Den - 

By Le#ii^rd Lyon 

111 be* T,«»^^''^ transcribed program 
■Harry Lime." y-^ef 



. Orson ^^l^^J 
{ot listeners. 

4' on 

"War 



^1 

Ta^w. The to^^.rf recent yea«.J 
portrayed m tec arrangei| 

Tbeing f'\\'grerne. the Bt^ 



'aVS 



thisL 



Tin* uaiiie CJrsoji JFe/iff* ij^ iMAGIC, It a guiiraiitjee of SRO 
ill Tlw'atre ajijfl top ratingsi In Radio. Critics are frf 

ihe a|)iiiio«t ijiat this new Orson ^VelleS: s«s'ries is Iris Imsu 



HOUSTOiTCHRi 





IVl 




Tlii« sei4e^ uf S2 Jialf-liQur transrril)e«l programs is 

sHiitltletf file Liueis «| Ilarfy Lime. Orsoii Welles is 
starre*l ill llM hole" IlaffV Lime, the lalvsiloiiis. ragu© 
made famous by him it!i The Third Man. Suspense, 
IfltriffUe, Danger and Roiiiaii«**fe rim high Ihrough- 
oul the series* ll is Orson W'elJes at his very hesi. 



Zitlfor itiu^ic h$ ANTON KARAS, ifoiuposcr ©Jf Fftc fhird Man 
ihjpmc, togPituT Mtib full concert oroliesira under the direction 
iiS SIDNES TOKdII pro\ide background music for the series^ 



Produced by 

HARRY ALAIV TOWERS 



LAN 



DISIKIBl'TING CORP. 



113 Weil 57th Street, New York 19, N% 




PLASTIC SPRAY 



SKIM AID 



^l'0\-()H- H.-iuiik. I .i .orjiorii-, li 



\(,EXCY: Grev 



SPONSOR: Sea Breeze Laboratories, Inc. 



AGENCY: BBDO 



( ( \-l lil-iOin; Julie Beiicll on What's 

New iealiirr.s ncv <n unusual producis : sliinulales sales 
lor them. On oui sliou she deni oust rated Bosticich's 
jildstie s/<r(7> loi tleioialinyi \mas trees: also a bomb 
spun lor extinsinr'^liin!:: home fires. 7 his siniile SOO par- 
lit ipation ilreii n ell over 100 phone calls for the products. 
Iiul. (Ls a result oi nnusiial demand. BostnicL's lionie 
office in Bridgeport had to ship additional bomb sprays 
I III air jreiiiht. 



\\V\ \ T\. Dalhi- 



I'KOGKAM: W hat's New 




TV SERVICE POLICY 



^I'ON^OK: Consolidat. <1 Tel< \isi<)n AGENCY: Direct 

( j.K ( ili^TOin : Coiisoliilated Television ven- 

tured into I I advertising u ith a one-time announeeinent. 
Their offer {via an Si!l participation on a 1:00 p.m film 
feature t u as a Tl service policy jor SV).9r). Within a 
'2]-liour period. Id 7/ service policy sales were made. 
Thus (Consolidated s mid afternoon, experiment brought 
a ^ross return of S*^ 1 7.70. or a return of i^l 1.33 on every 
Sl spent on Tl . 

Klij-IA, IlolKwood i'iUJGUAM: Film Feature 



CAPSULE CASE HISTORY: Sea Breeze's TV objective 
was to introduce and foster distribii tion for their all- 
purpose antiseptic skin aid. Three participations on the 
Home Is Happiness show mentioned a free sample offer. 
\\ itliiii an eight-day period, IVDTV was sivamped with 
l.oOO requests for Sea Breeze and they continued to come 
in. About 40''r' of the requests ivere from outside the 
immediate Pittsburgli vicinity, enlarging Sea Breeze's 
potential sales area. 

W DTV, I'ittsburgh PROGRAM: Home Is Happiness 



KITCHENWARE 



SPONSOR: Permanent Stainless 
Steel Corp. 



AGENCY: A. S. Black 



CAPSULE CASE HISTORY: The company's TV film an- 
nouncements ask that interested viewers call and arrange 
for a free demonstration of the merchandise at home. 
Under this set-up. the sponsor was swamped with in- 
quiries after only two participations on TV Kitchen, an 
afternoon show. One man. as a. result of these S50 par- 
ticipations, sold three cookivare sets in one morning. And 
each complete stainless steel set costs over $250. 



KPRC-T\ , Houston 



PROGRAM: TV Kitchen 



COSMETIC FORMULA 



SPONSOR: Dr. LeFohn AGENCY: Direct 

CAPSULE CASE HISTORY: The doctor, a Phoenix 
ivonian, developed a cosmetic formula for the skin which 
she then wanted to put on the market. She decided upon 
five minutes of TJ^ time to show Jier special formula to 
icomen viewers. JPithin lo liours after the five-minute 
demonstration, more than 400 phone and mail orders 
came in for the S3 jars of cream. Tlie gross return: rvell 
over SI. 200. Cost to Dr. LeFohn: .$65 for station time. 



kPHO-TV, Phoenix 



PROGRAM: Five-Minute 

Demonstration 



CHAIRS LAMPS-DRESS 



CHILDREN'S RECORDS 



^i'ON^Oii; Crowl.) \(;i;NC>: DinTt 

( \Psl LL liis-ioia: / firr.ininute .show offered 

a spread on living room chairs and lamps plus a. u Oman's 
dress. I leuers irrrr diretteil to phone in orders inime- 
dt<it<h. even though it mis Snndav. \nd, before the 
\lioi( lias ended, the su itcliboard i< a.s jammed. Xeivs- 
piijx'is laii i-op] idciitiial to that of the TV pitch, but 
pulli-il pnicticall\ no response. The iie\t day's post-TV 
sales totdllcil slf).()()(). inih ii great portion of store traffic 
mi'iitioiniig tlie 11 shoii . I ulio outlay: >l.''5. 

\\\WI\. l».i,Mi i'i!OC|{\M: FivfAIinute 

He Donstration 



SPONSOR: MrCowan's Recorrl Shop AGENCY: Direct | 

CM'SULF C\Si-: IHSTORY: Jimniv's .Innior Jamboree | 
{.liniiiiy I (dentine) is a variety show with a changing day- \ 
to-day format aimed at children. It includes kid talent, ' 
spelling bees, liobby time, and a birthday club. Recently, 
McGoHdii s wanted to announce the personal appearance 
of Capitol record.s' "P>ozo The Cloivn" at their store: 
spur children s record sales. A single 2()-second announce- 
ment was the only promotion and hundreds of kids 
jammed the store to see the clown. 

KSTP-T\, Minneapolis PROGRAM: .limmy's Junior 

Jamboree 
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Frankly Speaking * ★ * By Bill Frank 



Once upon a time, an orator rose 
in the Roman Senate, perhaps ad- 
justed his toga, looked over at a 
fellow sen ator 
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sitting off by 
himself — and 
then launched 
into a tirade 
that has come 
down through 
the years. 

This orator — 
Cicero, by name 
—damned Cati- 
line for civic 
immorality. 

And in the 
course of his 
condemnation, Cicero cried out: 
"O tempore — O, mores'." 
The pony translation would be: 
"O, the times; O, the customs!" 

A more punchy translation would 
be : "O, those shocking times!" 

And in the centuries that have 
passed since Cicero's oration against 
Catiline, any number of men and 
women have stepped up to the pub- 
lic forums and cried out with the 
same militant tone' for all decent 
people to be decent to one another — 
not because of laws but because 
we'd like others to be decent to"' us. 

Beginning tonight— and continu- 
ing for the next three or four Thurs- 
day nights— WDEL-TV (channel 7) 
becomes a forum for a discussion 
of morals in our time. 
^ ♦ * ★ 

as 



And aptly enough the over-all 
title is "These Shocking Times!" 

Wilbert Smith, executive secre- 
tary of the Wilmington Council of 
Churches, will be moderator. Ap- 
pearing with him tonight will be 
Mrs. Dorothy Banton, superintend- 
ent of the Kruse School; Dr. Henry 
H. Welch, executive secretary of 
the Welfare Council of Delaware, 
and Judge Elwood F. Melson of the 
Family Court. 

They will probe, as it were, into 
the problems of youth and will 
wrestle with the subject: "Are We 
Giving Youth a Fair Chance?" 

Next ^ week, a panel will discuss 
morals 'and education; then comes 
the topic of morals and politicaj 
and finally morals and business 
* ★ ■* 
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And so, m these days of 1951, 
when the question of morals and 
public life is being examined, we 
find a local television station 
courageously defying other TV com- 
petition by staging a program that 
might not be exactly entertaining 
in the popular sense of the word. 

But the management of WDEL- 
TV takes the positioit that perhaps 
its local "voice" might go out into 
the community and stir at least a 
small discussion of what's happen- 
ing to moral codes and moral think- 
ing. 

* ★ ★ 

A successul hostess I know has al- 
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It pays to buy the giar 




Now, more than ever. For in 
Chicago, WBBM now deHvers 56.^ 
mo7-e radio homes*— and a 36,8%, 
higher average weekly rating 
among these homes^— at a lower 
cost per home than befoi^e 
the advent of televimon. Today 
WBBM delivers more radio homes 
and higher average ratings 
at a lower cost per home than 
any other Chicago radio 
station or major advertising 
medium. The buy is W^B^jyi 



* 1947-1951 comparison of actual radio homes tutted 
to WBBM per quarter-hour. In these four years, the 
number of radio homes in metropolitan Chicaj^o alone has 
increased 15.7% . • • and even more throughout the 
entire 237-county WBBM area. 

tFrom July-Au)fust 1947 to July-August 1951. 
This increase is apparent ciurin>r every period of the 
broadcast day— morniuK. afternoon and evening. It means 
an increase of more than 15 million home impressions 
delivered by WBBM each week during 1951 over 1947 in 
metropolitan Chicago where TV is strongest . . . and 
<'i'(« wo/v impression.s in the live-state "outside" 
area where WBBM has virtually no TV competition. 

'For the same cost as in 1947, you >imi> get .56.4',*" more 
WBBM listeners per dollar than in 1947, before TV. 

*ChicaKo's S how manship Station * CBS Owned 
50,000 watts • Represented by CBS Radio Spot Sales. 
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f.v ii impossible to sell inc»ii'.v ftppitrel effevtii'cly 
on r«fli« fiiirf TV? 



Bernard Aron 



Vice President 
Wings Shirt Company 
New Yorit 




Tlie 

pic'kofi panel 
siiiswors 
Mr. AriMi 

\\V luivo used ra- 
dio and TV lo do 
siicli a iKMiiend- 
oiis job of soiling 
m c II ' s apparel 
tluil lo II? lllP 
(|ucstioii is j)ure- 
Iv a rhetorical 
<(iic. Our olieiit. 
l);uii(;\'s Clotlics, 

inc.. grew from 
Mr. Mogul ,, , 

a small hole in 

the wall" to the largest indepeiuhMit 
ineiiV and l)o\s' elolhiiig store in the 
city of New ^ ork. exrhisivcly lhroui;li 
llie use of radio. In later years, we 
broadened onr selieduh^ by the addi- 
tion of newspapers and then television. 
We have since dropped newspaj)ersi. 
anil Bariiev's advertising has been eoii- 
eentraled in radio and some television. 

AiioiIhm faiiions men's wear name 
thai we snccessfiilly promoted almost 
exchisiveU through the use of radio 
is "l",le\alors" shoes. I'm sure 1 don't 
have to Icll \on how famous lhat name 
is. 

For niarn \cars we handled the ad- 
vcrti-ing of (;iio])er (aafl clolhes whose 
gicale^t -^nci es^ \\a^ niKpiest ioiiably al- 
Uiincd during the period when their 
entire natiipual a<herli-ing elTort w-is 
concentrated in network, radio. 

Ilie prodn< li\ene^s of an\ advertis- 
ing incdirini deO( ti(U on how il is used. 
\s ill cver\iliins.' cbr. it takes that 
iiinch ahii-cd lliiii;.' i ailed ''know diovv " 
lo leali/e the full potcndal of radio 
and l\ to v(dl iiif II s jipparel. Imi the 




fa<'t thai we lia\e done it snecessfullv 
e\ery lime we had the opj)orlunitv is- 
cerlainl) proof that il ean be done. 

]'>M1L iMOGliL 

President 

Eiiiil Mogul Com pan y 
\eji) York 



In these times 
when such media 
as radio and es- 
pecially television 
are reaching into 
advertisers' bud- 
gels, many men's 
wear makers are 
among those pon- 
dering this ques- 
t i o n. Usually, 
ihey stick with 
the familiar printed media. I)ut only 
because these are familiar, not risky. 

In my opinion men's apparel can be 
sold on radio and television as success- 
fully as in printed media. Take a look 
at the new world of television. Our 
largest men's wear maker. Arrow, took 
a (ling a couple of seasons back with 
the Phil Silvers show. They gave it a 
good budget hypo but they didn't have 
the formula that makes even printi^l 
media interest ing. The show lacked 
cxcileinent so the consumers pa.ssed it 
up. It's the same in printed media. 
If the ad is not dramatic, it doesn't 
matter whether it appears in Life, or 
the Peoria Gazelle, the commercial 
won't be read in spile of the money 
s|)eiil. 

Todav, howcner, Arrow has the sue- 
ecssfid show that is s(dling men's wear. 
The\'ve goi th(> show and showman in 
Herb Sliriner and thev've got the right 
budget. Aiiolli(;r of our famous men's 
wear names, 1>.\M).. placed 20-speond 



announ<'enients and received substan- 
tial proof of the success of this form 
of television advertising. It is still rec- 
ognized as one of the great success 
stories on television. 

Radio has already proved that it 
can sell men's wear. Such large cloth- 
ing chains as Robert Hall, Barney's 
and others have had and are having 
amazing success through their radio 
appropriations. A nationally branded 
line like Clipper Craft clolhes enjoved 
similar results with Stop the Music. 

The men's apparel makers who are 
today passing up radio and television 
are doing it because they just can't af- 
ford it. But the ones who can are seri- 
ously considering these media. 

The success or failure of men's wear 
advertising on radio and television de- 
pends OIK (1) How nmch can the mak- 
er spend? (2) How effectively is the 
show presented with the budget used? 
(3) Will the connnercials have the en- 
tertainment so necessary in these me- 
dia? 

SHEiniERD Bhandfox 
Account Executive 
If irsbon-Gar field 
Xeiv York 



First of all, we 
cannot speak for 
radio as we have 
had no experi- 
ence with that 
medium. \ow, 
as regards tele- 
vision: wc ran 
our fourth show 
starring Herb 
Shriner on I No- 
vember (ABC- 
TV I. To date, both we ourselves. Shri- 




Mr. Phillips 
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MR. SPONSOR: 



iier and the television station have re- 
ceived hundreds of letters from dealers 
and consumers, all complimentary, oir 
the show. Although it is too early to 
report in general on the effectiveness 
of the medium from a standpoint of 
sales, we do have some indication from 
the mail received so far, that some 
viewers are purchasing the merchan- 
dise advertised on the show. 

■^^^e have likewise heard from some 
retailers who have conducted success- 
ful promotions tying in with the Ar- 
row TV show. 

Perhaps m ahout two months we 
will be in a better position to report 
further as to whether TV will efTective- 
h sell men's apparel. 

George A. Phillips 
Advertising Manager 
Chiett, Peahody & Co., Inc. 
New York 



Certainly not. \W 
feel that as far as 
Robert Hall is 
concerned radio 
definitely sells 
men's apparel — 
suits, coats, slacks 
and sports togs. 
In talking about 
Robert Hall we 
are talking about 
more than just 
selling apparel itself. For we are sell- 
ing a method of merchandising that 
apparel — the low overhead, supermar- 
ket way of selling clothing which defi- 
nitely appeals to men because we're 
showing them the reason why they can 
buy quality at a reasonable price. 

Therefore we find radio is an ideal 
medium for this "reason why" copy. 
The whole principle of Robert Hall 
clothes merchandising is summed up 
thusly: the family can now buy their 
clothing the way they buy their gro- 
ceries. And using radio gives us fre- 
(juency coverage in a market which we 
can't get out of a newspaper. We sell 
m our announcements not only specific 
items such as all-wool worsted suits, 
sports jackets, overcoats but, in the 
same announcement, we sell a polic)' 
of why the) should buy this merchan- 
dise. At Robert Hall we do use news- 
papers in a very heavy degree as part 
of our over-all picture but the papers 
may stress only one promotional item 
and not the store'.- entire over-all pol- 
icy. 

[Please turn to page 71) 
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Mr. Bess 



New Orleans' Top Afternoon Show 
Is Setting New Records for Sponsors! 





e It's the "Hit Parade" of New Orleans . . . 

two hours of popular platters . . . interspersed with 

breezy comments by genial Bob Hamilton. 

For sales-a-plenty, buy "Top Twenty" . . . 

the perfect combination for spot participation! 



• Write, Wire 
or Phone Your 
JOHN- BLAIR Man! 



ORGANS 
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. . . a name to remember 



Considered one of the world's most beautiful buildini^s, 
the Taj Mahal represents a standard of excellence in 
architecture unsurpassed for more than three centuries. 
Built entirely of white alabaster by an Indian ruler to 
symbolize the beauty and purity of his wife, the Taj 
Mahal is remembered by all who view its magnificence 
and breath-taking splendor. 

Acknowledged as a leader in the broadcasting industry 
for nearly twenty-five years, FORT INDUSTRY, in each 
of the busy markets where its stations are located, rep- 
resents the finest in high- caliber programming and 
spirited public service. The name FORT INDUSTRY is 
remembered by successful advertisers as first choice for 
sales results. 




THE FORT INDUSTRY COMPANY 

WSPD, Tolo.lo, O. • WWVA, Wheeling, W. Va. • WMMN, Fairmont, W. Va. • WAGA, Atlanta, Ga. 
WGBS, Miami, Fla. • W J B K , D e t r o i t , M i c h . • W S A I , C i n e i n n a t i , O. 

WSPD-TV, Toledo, O. • WJBK-TV, Detroit, Mich. • WAGA-TV, Atlanta, Ga. • KEYL-TV, San Antonio, Tex. 

NATIONAL SALES IIKADQUAKTKKS: 
488 Madison Ave., New York 22, ELdorado 5-2i55 • 230 N. Michigan Ave., Chicago 1, FKanklin 2-6498 



roundu 




This SPONSOR department features capsuled reports oi 
broadcast advertising significance culled from all seg- 
ments of the industry. Contributions are welcomed. 



WfiY marks 2.> ni'urs oS lurm uin'rs with dimter-hvoudeusi 



111 upstair \o\\ \ (il k rccciillv. W 
cclchialod a quarlpr-ccntuiy of farm 
l)toa(l( a>tinfr. 'I'o mark llie eveiil 300 
friend.-, of W (7^ . Scht'iiocladN . aiifl ela- 
tion personnel galliemi for a diiiiipr 
and >pocial l)road( asl at ScliPiieclafl) s 
1 lolol \ an Curler. 

Tlio hour-long broadrasl featured 




Cliesler 11. Lan<;. (Jenei al l''l(:< liic Coni- 
l)anv viec president, as ])rin< ipal speak- 
er; Stanley 0. Jndd, \ernionl slate 
< oniniissioner of aiirieullnrc; C. Ches- 
ter DuMond. Xeu > ork state eoinniis- 
sioner of agriculture and markets; and 
Dean l-^lizahetli Lee X'ineent, New 
York .^tate college of home economics. 
(]ornell I iii\(M>it\. Other program par- 
ticipants included Merl Caluslia, WGV s 
farm broadcast iiig superxisor, and Ed 
W. Milchcll. \\T,\ farm adviser. 

Photographed at the fcsti\e gather- 
ing were 1^ photo ahoxe) : Kohcrt F. 
Iteid. W CA -W'PvCH super^ isor of sales; 
.liimes Itciermei.stcr. Marilime Milling 
(]().: Meil (/aluslia: and C/corge I.. 
I'.'ck. \V(;N -W llCr. supervisor of pro- 
motion, pnhlicitx. I'hoto in next col- 
nmn: Itol.erl 15. Ilanna. W (iV-WRC^B 
-tations manager; Merl Calnsha: Mrs. 
Walter W'li il iie\ : the l!e\erend Walter 
W'hitnev ; Dc^an IJizahctli Lee X'iirceiit, 
college of home economics (j)rnell I .. 
and Mrs. Merl (ralnsha. 

1 he e\enl hionghi to mind the ac- 
tual amomit of air time ihnoted to 
agricrdtnic diiriii" tlil^ 2.")-\car period. 
\ctnall\. il loials l.oOO -olid hours of 
farm n<-i\^ and larm ser\i< e. rc;uhing 
a rnial aiidi<'nce in "> 1 comitic- of east 
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crn New York and western iNew Eng- 
land. 

Among the notables appearing in 
past >ears before the WGY mike on 
farm shows have been Franklin D. 
Koosevelt and TIarry S. Truman. 

How successful this endeavor has 
been is shown bv W GY^'s schedule — 
with farm broadcasting a programing 
cornerstone. And, in the 25-year span. 
1,000,000 pieee.s of mail have been re- 
ceived |)ertaining lo agriculture and 
WCA farm airers. Additionally, a re- 
port from the New York State College 
of Agriculture shows that over 80' f 
of the re(piests for bulletins on agricul- 
ture and gardening comes from \\ CA 
listeners. -k * * 

Liberty Cush Stores up 
food sales ;J0-75% with cl.j. 

Liberty Cash Grocers, Inc. — one of 
the mid-South's largest wholesalers — 
have parlayed a big year-'round daily 
radio promotion into increased sales 
for 6,'^ independently-owned Liberty 
Cash stores lo' ated in Memphis, Ten- 
nessee, Mississippi. /Xrkansas, and Ala- 
bama. 

The step-by-step program-building 
procedure. seemingK simple enough, 
brought ra|ii(l salisiaction to product 
participants and store owners. First, 
a program, called Cherry nl Two, was 
built to run fr()m 2:00 to 3:00 p.m., 
Monda\ s t li r o u g h Saturdays, on 
WMPS. Memphis. The format: a d.j. 
sho\v featuring Hugh Cherry, one of 
the nation's outstanding tiinc-spinners. 



Picking up the tab was to be a cooper- 
ali\e venture between Liberty Cash 
Central warehouse and its suppliers. 

A cocktail party and ban({uet ac- 
(pialnted the public and Liberty Cash 
store owners and personnel with the 
details. In the lobb\ of the hotel where 
the dinner was held were attractive dis- 
plays of 10 products co-sponsoring the 
d.j. show (including Alnfti spot re- 
mo\er, lighter fluid, shoe white; Uiam- 
ond matches; Liberty coffee; Evergood 
meat products). There. Fred Montesi. 
president of Liberty Cash stores, and 
H. R. Krelsteui, WMI^S vice {)resident- 
general manager, gave store owners 
full promotion details: showed them 
a sample of a specially -constructed bin 
wherein all products would be dis- 
played in each store. 

(Grocer cooperation was quickly evi- 
dent after this introductory display, 
with cooperating products getting 
100% distribution: prominent store 
position; and sales surges up 30'~f to 
for all items. To help maintain 
sales, W^MPS employs a retail coordi- 
nator. ★ ★ ★ 

l*oster udils value to 
brewery TV impressions 

The Peter Hand Brewery Company 
(through BBDO. Chicago) is heigbten- 




Three-sheet poster plugs beer, Boston Biackle 

SPONSOR 
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iiig the impression value of their local 
level poster advertising and, at the 
same time, cutting production costs on 
TV fdm commercial presentation. 

Both poster and TV plugs for their 
Meister l>rau beer are tied in by ac- 
tually using a three-sheet poster on the 
opening and closing commercials of the 
Hand Bre\ver)'s Boston Blackie show 
on \VG\-TV (a Ziv production). 

These same three-sheet posters are 
placed in shopping centers throughout 
Chicago on or near retail beer outlets. 
Thus Meister Brau gets valuable point- 
of-sale zone advertising. In future 
months, the beer nill be featured on 
the posters, with Boston Blackie pro- 
moted on the lower half of the poster. 
This suggests a way for an advertiser 
to combine two visual media — one in 
the home in black and white; the other 
in full color where beer is sold. * * * 

firuntlmti Coohie hullt on 
solid ruelio fouutlation 

The Grandma Cookie Company of 
Portland distributes varieties of cook- 
ies through all of Oregon, southwest- 
ern Idaho, and southwestern Washing- 
ton, For this distribution they employ 




Merrie Virginia, pals like Sulbert cookie jars 



10 truck driver-salesmen who service 
3,000 delars. Just recently, the firm 
expanded and built a new building. 

Right now. 85% of the ad budget is 
in radio and supporting material, and 
Grandma Cookie's aggressive policy, 
through Searc) Advertising, is work- 
ing full-time. First, the cookie com- 
pany started with the Firefighters show 
in 1949. i^rograni tie-ins were ad- 
vanced with the aid of the Portland 
fire department, with three Fire Fight- 
ers Brigade meetings attracting 3,000 
children at each get-together. At the 
meets, there were demonstrations of 
fire fighting equipment bv men of the 
Portland fire department. And, for kid 
(Please turn to page 76) 



HE MEAN TO \0V\{ SALES STAFF 
— and boost sales doing it ! Here are 
ten ways to make life miserable for 
your order-takers: 

1. SPOIL THEIR CHRISTMAS by 
holding a big sales-meeting (m Friday 
afternoon, December 21, setting up a 
big sales goal to be met December 26- 
29. This will recover that "lost week" 
between Ynletide and New Year's, get 
von off to a good start in 1952. 

2. RUIN THEIR PLANS well in 
advance by announcnig tliat no vaca- 
tions will be allowed except those be- 
tween May 15-June 30. This will free 
them when yon need them least, keep 
them working in August when there's 
real Fall potential. 

3. KILL THEIR TV W'ATCIIING 
by assigning every man to one evening's 
work each week, making Calls between 
7-9 PM. This will make them tell your 
story without intcrrupti(m to many new 
prospects. 

4. UPSET THEIR SMUGNESS by 
talking to any newspaper classified ad 
manager about the difference ijetween 
"voluntary and solicited" business . . . 
then set up a new comniissi(in plan that 
pays off only on the latter. 

5. UNCOVER THEIR WEAK- 
NESSES and cure their siiyness, too, 
by making them go tiirongh practice 
pitches in front of your entire staff at 
regular meetings. This will make them 
])etter salesmen, though they'll hate 
yon for it. 

6. TAKE THE SOCIAL FUN out 
of life by asking them to put a note on 
your desk each nioDiing telling what 
they plan to do that day and where they 
expect to be. This system lias been 
known to produce calls occasionally. 

7. JANGLE THEIR NERVES by 
popping into the coffee shop at erratic 
intervals and ordering them all back to 
work. They'll find another place, but 
it will never seem the same again. 

8. CRUSH THEIR PRIDE by offer- 
ing their services as sales clerks after- 
hours during December to retailers who 
stay open nights. This will teach them 
why businessmen get gray, make tliem 
more thoughtful and considerate sales- 
men. 

9. SHAME THEM INTO GREAT- 
ER EFFORT by taking a few tough 
prospects under your own wing and 
making direct sales calls yourself. This 
may have just the opposite effect, of 
course, in which case yon will have 
learned something aboiU yourself. 



10. DEFLATE THEIR EGO by 
showing, with figures, wiiat a really 
inadequate job they*v<' done in com- 
parison with local newspapers and other 
media. Set an even liigher goal for 19.52 
and make them produce — or else. 

***** 

HOW TO MAKE SALESMEN 
HAPPY? Easy. Equip them with 
APS' exciting Commercial library 
of over 175 different musical ad- 
vertising lead-ins . . . and help 
them become better salesmen by 
giving them a chance to join the 
hundreds of alert radiomen who 
listen each month to the APS 
series of Transcribed Sales Meet- 
ings. The entire package — at 
cigarette prices! Total cost less 
than $5.00 per week, and one year 
is contract limit. It's a wonderful 
Xmas gift for your sales staff! 
Write, phone, wire today! We'll 
deliver by Christmas. 

How's your business? Ours at APS 
is excellent, thanks to you. As we near 
the end of 1951. we note with pride the 
fact that we shipped more brand new 
APS full basic libraries than in any 
year for the past several, with the new 
specialized small libraries accounting 
for several dozen additional subscribers. 
Reason? Among others, simply because 
we've provided the only new and differ- 
ent approach to library service . . . 
sales training, bulletins that help i)uild 
better station sales and operations, and 
specialized libraries of all sizes and 
prices to meet every need. This year 
has been just the beginning, of course 
— we have even more extensive plans 
for change and improvement in coming 
months. Watch for the news. \V'e keep 
receiving letters about sales problems. 
Most (d our subscriber stations, happily, 
feel that our advice and experience in 
the sales field can help them over a 
rough spot now and then. They write 
us about lielp in selling various lines of 
business . . . about network problems 
. . . about their own pn)motion plans 
and presentations . . . even about per- 
sonnel problems (we've placed a flock 
of good people in sales and program 
jobs this year!). It's a nice family 
feelihg and we extend a cordial invi- 
tation t(> every subscriber to use us as 
consultants -vvhcnever our advice seems 
likely to be helpful. 
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Hf k a '■tpartf whfl tiioiSe^ > Sire s- an- *Bfior «>io Waiet 

SrP.oiifeij} h^j. eft Bti lall, e,»<s/U ti/ll tor, lor the e»iii*e family! 
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hu ItOlt I 

Mr. Ncirinaii (Jlcim. IVlitor 
si'ONSOK Maiiaziiic 
old Madison Avenue 
New York. N. ^ . 

Di. \u Norm: 

Found nuself at a snrprise birthday 
partv given for Dick Stark the other 
evening where a hig part of the sur- 
prise turned out to he on me. 

'\o my amazement, 1 learned that 
Dick and Nelson Case, also present, 
read st'ONsoK regularly as well as thor- 
(jiighlv. 1 might add that this informa- 
tion wa> \ olinite<'ied without so niiich 



as a siv segue from \ ours truly. The 
rea.>ion these able announcers read the 
hook, they said, was that ihey jeel they 
should he up on ivhat advertisers are 
attempting to do — and your efforts sat- 
isf\ this craving. All of which leads 
me to an idea for a cohinm on the fact 
that good aunoniKers have to ha\e 
brains. The difTerence between an in- 
telligent announcer and a voice-wor- 
ship])er is what can he called The Au- 
tomatic Inflection. 

Having directed thousands of record- 

{ Please turn to page 69) 



radio review 



SPONSOR. Lux Flakes (Lever Brothers) 
AGENCY: J. Walter Thompson. N. Y. 
PROGRAM. "LuK Radio Theater," CBS 

TluTi- aicii'l many sliows or many com- 
increial wrili-rs wlio lidvcn't learned a tiling 
or two tlirougli llie year^ from listening; to 
the l.ux Thralcr. Personally. I don't liear it 
a~ niueli a- 1 n~(d to. and on 12 Noveniher 
it ua~ like I)ii/, {lood to fiet hack to — as 
vliek a~ e\er \\ith lames .'>tewart starring in 
a drama entitled "W inehester 73. " 

( ^nnimereially, loo. the hiix approach was 
as poli-lred and a» iniellijrently formal-ed as 
e>er. \[r. kei;;hley, as usual, ni.e.'d and then 
lainielied into a straight, hnt hrief, cominer- 
ciaf on l.nx I'lakcs no fancy lead-in. no 
trirks, no jinjile just straight talk hy an 
ahlc salesman. 

Following a t(n~e first act replete with 
Indian eliar<j;e.., rifle eonlesis, and a Western- 
type love -ecne (minus even a trace of the 
eoridiail I . Kei^idey ( omniei cialized oiiee 
iiior<-, llii- lime deseiihiiif; the movie, '"(.)uo 
\ adi~" . . . llieiiee to a damsel talkiiif; ahont 
lieu I'lake^. "eiirielied with color fresh- 

ener." Ilere the nio\ ie lead ill was handled 
adroill) as well a-, conviiiciniily. 

The ihinl ail lireak inlrodnicd u- to an 
IR-year-old slarlet. Susan liati->-, and pot 
ainMiid to iIm »;dev i:ilk after a iclevanl as 
well inlei e-l irifi pi face. \;;ain. ^'ood copy, 
well Hrilteii. iii.ide tin l.ii\ [loiiil- eomiiir. 
ingU. I'inalli. in the ^lyle hliieli l.nx >]<■ 
\e!iip((| and jiaNc to r.idio and i^ imw fol- 
lowed li\ ~ii niaiiN -man ad\erli~er~. liie (In-- 
iiiU eornmereial \%a- a ^larie-limonial v^illi 
llie feiiiine had iif "W iiii he~|er 7.'!" cliiminj: 



in. Good dialofrne and not a phony line in 
it. Ilere is radio entertainmeni at its best. 



radio review 



SPONSOR: Rheingold Beer (Liebmann 
Breweries) 

AGENCY: Foote, Cone & Belding, N. Y. 
PROGRAM: Announcements 

•Again it's the hi er inakers setting the 
pace in radio copy with Illieingold utilizing 
Le.s I'anl and .Mary Kord, who get name bill- 
ing in this new warbled ('omniercial. .'\ typi- 
cal Paul-lord tune, this suds opus is the best 
I've heard since \at "King" I'.ole did the 
Vi ildroot dream- Oil Charlie aria about six 
years ago. 

Latching on to the fact that Les Paul 
arrangements an; the big thing right now, 
Klieingold has gone right to the source and 
put together a I'aulist ditty with its bewitch- 
ing oiit-of-balaiiee strings and amazing har- 
mony betwixt vocal and background, the lat- 
ter coming in first by a hair. .Xnd unlike 
most Paul jobs, this one has lyric^ whicdi are 
as clear as a glass of be(>r. 

Here is a slick t omniercial with (ilenly of 
appeal and as iip-to-tlie-minuie as what you 
hear in the jiike boxes at your own expense. 
1 don't know what Klieingold had to pay the 
piper for linie-aiid-trealmeiil (sonieone told 
nie S-3.()00 for talent), but with the frequen- 
cy of the Klieingold spot-schedule, whatever 
the fee, ii wa- wtdl worth it. There ought to 
be more n-e of lop-name laleiii on jingles. 
( aiition and econoiiiy are probably ail that's 
holding it up, I'd say. .'^o. maybe this (uie'll 
l'io-(-n things lip a bit. 



radio review 



SPONSOR: Theater Guild 
AGENCY: Blaine-Thompson, N. Y. 
PROGRAM: Live announcements 

Maybe this i? old bat, liut I can't pre- 
viously recall hearing a legitimate B'way 
drama resorting to thd most plebeian of all 
art-forms, radio, as a glimulant to box-oflice. 
But I did hear just that the other evening on 
\\ .MCA ; sponsor — the Theater Guild; prod- 
uct — '"Barefoot in Athens," Maxwell Ander- 
.-roll's play about Socrates. .Sandwiched be- 
tween a Halo jingle and a Dyiianiie Stores 
liarangue, both Socrates and .Max A. prob- 
ably had the strangest bedfellows of their 
joint-careers. 

The copy delivered on behalf of the show 
did perk my interest and make me feel that 
it was well worth seeing. But the capsule- 
plot and high lights (sueh as the dramatic 
trial of Socrates) could, I feel, have been 
spiked up a bit perhaps by a dramatized 
vignette or even a two-announcer treatment; 
anything but straight annoiiiieing. I guess 
it was the vagaries of recording that kept 
the Guild out of canned aiinoiincenient.s. 

On the other hand. 1 wonder why more 
Broadway shows don't spend some of their 
new-spaper money in local radio -either in 
advance of opening or during the first eni- 
cial week? It's true, I guess, that the inde- 
pendent-station audience may not be the typ- 
ical legit-theayter crowd, still it must contain 
a big potential that's never been tapped. 



radio review 



SPONSOR: Robert Hall Clothes 
AGENCY: Frank B. Sawdon, N. Y. 
PROGRAM: Announcements 

Robert Hall, who knows more about sing- 
ing commercials than -Maey's and (jimbel's 
put together, has a new ditty which jumps 
on the liillbillv bandwagon and does same 
with grace, ease and a lilt. A real cornball 
vocal treatment backed up hy a straw-hat 
combo (found a copy of Variety in the 
washroom!) pulls all ihe stops on this type 
of niusic-niaking. The lyrics are as com- 
mercial as all of Robert's previous arias and 
sell price plus quality soundly. 

The only bone I have to pick with the 
type of tune selected to be the clothing 
chain's spokesman is this: shouldn't the mu- 
sic be relevant? In othei words, is it smart 
to cloak clothes in a haysced garb? Isn't 
the relevance destruclive? Despite the pop- 
ularity of hillbilly music and the decided 
cleverness of the lendilion, lyric, and clarity 
of the latter, maybe it's going to iin-scll the 
chain's product in the minds of the most 
literal (their customers, I daresay). Buck- 
wheat cake-mix and sport shirts, to name just 
two oil the top of the head, are the type of 
produi'is for which hillbilly music would be 
valuably relevant, I'd say. 
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THE GEORGIA PUR€HA!$E 




AtL ANTA 

WAGA 

SOOOw 590kc 

cis 




M ACOM 

WMAZ 



1 0,000 w 940kt 

CBS 



SAVANNAH 

WTOC 

SOOOw 1290kc 

CBS 



the TRIO offers advertisers at one low cost: 

• concentrated coverage • merchandising assistance • 
listener loyalty built by local programming • dealer loyalties 
... IN THREE MAJOR MARKETS 



represented 

indhiduaiiy «n^|THE KATZ AGENCY, INC. 

as a group by 

^KEN YORK ^ CHICAGO • OETROII . ATLANTA . DALLAS • KANSAS CITY • LOS ANGUES • SAN FRANCISCO 




IIEItE 




No, you won't find many 
youngsters watching the 
WHEN "Mystery Theatre." 

BUT, if it's a massive ADULT 
audience you're after, you'll 
find it here. They all stay up 
to watch the full-length film 
features on "Mystery Thea- 
tre," four nights a week on 
WHEN. 

There are just a few choice 
participations available in 
"Mystery Theatre," Monday, 
Tuesday, Wednesday and 
Thursday nights at 7 7:35 on 
WHEN. 




TO YOUR NEAREST KATZ 
AGENCY MAN AND PUT 
"MYSTERY THEATRE" TO 
WORK FOR YOU! 

-II --.■•'ifriT"-'^-^-'-^ 

WHEN 1 

TELEVISION 



SYRACUSE 



/J 



CBS • ABC • DUMONT 

OWNED BY THE 

MEREDITH PUBLISHING CO. 





agency profile 



Bttrry Ryttn 

President, Ruthrauff & Ryan, Inc. 



E\tii) atl ageiicv worth its salt (and its 15'/f I has a philosophy 
hy which it operates. And if Rarry Ryan, president of Ruthrauff & 
Ryan, had his way there would he more signs reading "human be- 
havior NEVER changes" hanging around the R & R offices than there 
are "think" signs in the l.B.M. world headquarters. 

Does the philosophy ])ay dividends? Turn to your copy of Stand- 
ard Advertising Register Agency List and take a look at the two full 
pages of eight-point type it takes to list R & R clients! An increase 
in hillings since 1946 can he shown hy many agencies, hut how many 
of them have stacked up a 45-50' increase in the past five years? 
Well, that's the record of the agency I^arry Ryan has heen president 
of ever since he got out of the Navy in 1945. 

Harry's father, one of the founders of the firm, had heen trained 
as an engineer, worked as a draftsman, and was a successful real 
estate operator before he joined Wilbur Ruthrauff in their success- 
slated venture. \o such moving around for Barry. A few days after 
the Dean had handed him that important piece of paper at Yale in 
1928, Barry was the new office hoy at R & R. He may have been 
the boss' son, but they worked his tail off at progressive jobs before 
he was allowed to move up to the next higher bracket. That's the 
period during which he picked up his basic radio know-how. 

In those days, when everybody was a jack of all trades. Barry 
learned the basic concepts of human behavior; a subject that con- 
tinues to fascinate him. R & R built its rep on mail-order copv: 
perhaps that's why R & R campaigns have always emphasized the 
"sell" angle rather than the "arty" approach. Soap powders, autos. 
and TV sets are highh competitive fields, but R & R's Rinso. Dodge, 
and Motorola accounts snag a hefty slice of the business in each field. 

Harr\ says, "There's no such thing as one ideal media. The im- 
portant thing is that the product's market characteristics and media 
pattern must jibe."' 

How is a radio or TV show selected? "We'd ralher buy a good 
show in terms of cost per thousand than one that has more 'name' 
performers than listeners." say he. That would account for R & R's 
use of //;//// Jenny I I.ever Brothers I. (^ene Aiitry I Wrigley's) , Ar- 
thur Codjiey ( Le\ ei ). ;md Ted H using (Dr. Pepper I on radio, and 
liig Town (Lever). Ilollyivood Junior Circus (Hollywood candy), 
and Gene Autry on TV. 

Harry keeps a check-rein on the agenc\ by living in New York 
(.'ily. "You'll see him at his office on the holiest summer da), but as 
soon as the first snowfall, the bonefish better go into hiding because 
Harrv is Florida-bound. * * * 
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Alibis won't feed the kitty, or fill the cash register. 
And if you have to give your customers alibis instead 
of the particular brands of merchandise they want, 
it's bad business all around. 

Impartial surveys show that among your own 
customers, the preference for makers' brands is 8 to II 
They won't buy alibis, substitutes, "just as goods," 
or whatever you call them. 

As brands mean satisfaction to your customers, they 
mean money to you. Well-known, advertised brands 
pre-sell your customers before they set foot in your store. 

Give your customers what they ask for — 

it's bad business to substitute 



The prestige and reputation of these makers' brands 
guarantee high standards of quality— assure fewer 
adjustments, markdowns, or complaints. And, of course, 
products so well known and trusted move faster, turn 
over and over to increase your profits. 

That's why you make your business stronger when 
you keep the force of lamous brand names behind your 
selling. Let your customers know they can get from 
you the brands they know and want. Why be content— 
or expect them to be content— with anything less? 




I NCORPOR ATED 

A von-profxl educational foundation 
37 WEST 57 STREET, NEW YORK 19, N. Y. 



3 DECEMBER 1951 
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on fm 



Fiisl-Run, Kirst-Profliiced— with the same action, tiiesai 
impart of the famous raiiio show of tlic same name! 

1 llalf-hoiir episodes— eacli a complete story. 

2 Allous for 5 product identifications includiji 
time for Full-Leiigth Commercial spots. | 

3 Authentic stories from files of Texas Rangers]: 
with a ready-made audience. 

4 Heavy proniotional hacking. 



NBC-TV FILM SYNDICATE SALES 

30 Rockefeller Plaza, New York, N.Y. 

□ Rush complete information and prices on "Texas Ranf;ers" and 
"Dangerous Assignment." 

□ Express postpaid: Audition film, "Talcs of the Texas Rangers." 
Audition film, "Dangerous Assignmenl." 

Name 

Station or Agency - 

Address 



he first timer*! ALES OF THE TEXAS RANGERS" 



notu available for local and regional TV programs 



This top-iated. big-time show offers all the ach antages of a network ]3roductioii. Mail 
I coupon aho\'e for exclusive ]3rograniining in your area! 

j Just about every business in every market wants to get into TV. Unfortunately, though, the 

li a\erage firm with limited product distribution can't compete with national ad\'ertisers . . . 

they run up against prohibitive cost and waste co\'erage. 
ii The answer? ]\BC-TV Films. Take the latest development— the offering of major shows like 

I "Tales of the Texas Rangers" and "Dangerous Assignment" for local and regional 

j sponsorship on a long-term basis. They're already established through radio . . . and they've been 

getting high ratings, a good big share of audiences everywhere! 
We suggest you bring these shows to the attention of your better prospects. Perhaps there's a 
|i baker)', a soft drink distributor, or a laundr) for "Texas Rangers." And if there's 

' a brewer in ) Our market, how about Brian Donle\'y's "Dangerous Assignment"? 

J Phone, wire, or send coupon above for immediate action— for prices in ) our market 

and audition film. Don't Delay— Mail this coupon today! 

FILM SYNDICATE SALES 
30 Rockefeller Plozo, New York, N.Y. 



NBC-TV 



CUESS 





George W. Brett, of the New 
York Katz office, can show 
you where one new dwelling 
unit has been built for each 
6.6 persons in Greater Miami 
during the past five years — 
against a national average of 
one unit for each 30.8 persons. 



~6 




From fhe desk of 
GEORGE BREH: 
Sixth In the nation in per capita 
wealth, the people who live in 
these homes listen more to 
WGBS— still del Ivering the bil- 
lion-dollar Miami market for less 
than any other medium 
station. 




MIAMI FLORIDA 



IIEPOHT TO SPONSORS for 3 Doeoiiibor 1951 

(Continued from page 2) 

Programing for love-starved 

is developing trend via airwaves 

Pitching woo to love-starved via air waves , a la 
radio's "Lonesome Gal," is coming vogue. Newest 
sponsor to enter f luttering-heart-sweepstakes is 
Burlington Mills (for its Cameo hosiery). In new 
year (via Hirshon-Garf ield , N.Y. ) , it bankrolls, at 
cost of $150, 000-plus , 39 weeks of new 15-minute 
show, "The Continental," on TV web not yet an- 
nounced. M.c. of 11:00 p.m. show is suave, mono- 
cled, wavy-haired Italian actor, Renzo Cesano, 
who's been making females swoon over KNBH, L.A. 
NBC has asked packagers Masterson, Reddy & Nelson 
for audition, with 5-times weekly radio version in 
mind . 



To turn tables on high costs 
keep close check on prop buying 

Need for sponsors to keep close check on procure- 
ment of props for their TV shows was highlighted by 
recent episode. Major hard-goods advertiser was 
sponsoring TV show that called for many tables in 
one scene. Network got high bid which sponsor was 
able to cut substantially by renting tables on its 
own from lower-cost outfit. 



Ex-FBI spy in Communist Party 
now seeking job "clearing" talent 

One 39-year-old ex-FBI employee, who for 9 years 
was paid $100 weekly by FBI to work as bartender in 
Communist Party, recently sought job "clearing" 
talent accused of Red ties with one network. He was 
turned down. But he told SPONSOR he still hopes to 
get "Red clearing" post with one of other webs, 
feels his experience can help prevent public-rela- 
tions difficulties like recent Elmer Rice blast 
against Celanese by weeding out just from unjust 
accusations. 



Lever Bros, going all out to 
push Rinso jingle contest 

Lever Brothers is merchandising to hilt its current 
Arthur Godfrey $125,000 Rinso jingle contest (via 
Ruthrauff & Ryan). During 4-week run of contest, it 
gets full play over "Arthur Godfrey" CBS-radio, 
"Big Town" on NBC-radio and CBS-TV. Further hoopla 
comes from ads in 109 newspaper-comic sections, 
dealer contests, posters , t ie-ins with local West- 
inghouse Laundromat dealers. Prizes include 400 
Laundromats, $10,000 jackpot. 
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New skyway spans nation with words and pictures 



On September 4, the Japanese Peace Treaty Confer- 
ence at San Francisco was flashed by ^ar/ui rJie/at^ 
and coaxial cable facilities to viewers throughout the 
nation, and coast-to-coast television was a reality. 

This transmission of pictures across the United 
States has been made possible by the new transconti- 
nental &}(if/io-^iiR<>/af^ system of the Long Lines 
Department of the American Telephone and Telegraph 
Company. 



Behind this system are years of research and millions 
of dollars. Special equipment had to be designed and 
built. Personnel had to be trained in its special use. 

Today, the value of the Bell System's television net- 
work stands close to St)5,000,000. Yet the charges for 
the use of this network are low — averaging about 10 
cents a mile for a half-hour program. This includes 
both video and audio channels, all station connections, 
switching and local channel charges. 



BELL TELEPHONE SYSTEM 



Provuliiif: tranxmisaion channels for the radio and television industries today and tomorrow. 




STATION BREAKS 

[Continued jroni p«ge 41) 

Station rc])s generally »eem to he rid- 
ing with tlie trend to minute aniiomice- 
ments "if ad\ erttsers w ant minute an- 
nouncciiients. sell "em minute an- 
iiouiu (•Micnt>."' And advertisers, jtar- 
tieularly those with new products, feel 
that station hieaks are just too short 
to "ediirate" the prospective buyer and 
at the same time build him up into a 
slight frenzv to buy the ])roduct. This 
strategy on the part of major ad\ertis- 
ers started a game of "follow the lead- 
er."" 



>everal stations represented by CBS 
Kadio S])ot Sales, however, are acti\e- 
ly seeking to reverse the trend. 1 hey 
are offering special inducements such 
as package discounts and local talent 
tie-ins to ])rospecti\e buyers of station 
breaks. 

And most station reps agree that sta- 
tions would be wise to help revitalize 
the station break business. (>oni])arison 
was made to the similar situation 
with one-minnte announcement? sever- 
al years ago. "Stations apj)roached the 
one-minute problem \igorously b)' 
building disk jockey shows and home- 



WDBJ 



FOR ROANOKE AND 
SOUTHWEST VIRGINIA 



The million people in WDBJ's coverage 
area will earn nearly a billion dollars 
this year. Here's WDBJ's family cover- 
age, according to the 1949 BMB: 

Day — 110,590 families in 36 counties 
Night — 85,830 families in 31 counties 
and 3 to 7 days weekly 
Day — 90,320 fam Hies Night — 66, 230 families 

AND in Metropolitan Roanoke WDBJ's 
average share-of-audience is from 50.8 
to 74.4 percent of total sets in use from 
8:00 A. M., to 10:00 P. M. (C. E. 
Hooper — 23,191 coincidental calls 
Dec, 1950 through Feb. 1951.) 

For further information: 
Write WDBJ or Ask FREE & PETERS! 



WDBJ 



Established 1924 
CBS Since 1929 



AM — 5 0 0 0 WATTS — 9 6 0 Kc. 
FM — 4 1 ,0 0 0 WATTS — 94.9 Mc. 

SOUTHWEST VIRGINIA'S Pconee^ RADIO STATION 



maker hours ... by offering extras of 
added time and loeal personality deliv- 
ery,"' conniiented a leading station rep 
palesnian. ABC and Mutual also creat- 
ed co-ops as vebicles for one-minute 
announcements. NBC recently has 
opened up one-minute "adjacencies'" to 
fi\e nigbttime sustaining programs. 
CBS. Mutual, and ABC all bave sucb 
slots available. 

But most stations today offer no in- 
centive to buy station breaks. Rate 
cards read, "announcements, one min- 
ute or less"' and tbe price for all lengths 
is the same. Advertisers justly ask: 
"Why should I tell my story in 20 sec- 
I onds when I can do it in 60?" Also, 
daytime minute "slots" in TV markets 
generally bave as good ratings as night- 
time station breaks, and they cost about 
half as much. 

Several CBS Radio S])ot Sales repre- 
sented stations are meeting these prob- 
lems with package discounts. WEEI, 
Boston, for instance, offers a 10% dis- 
count for a three days-a-\veek schedule, 
20% for six-days-a-week, plus a 5% 
discount on a 26-\\eek contract or a 
10% discount on a 52-\veek contract. 
In addition, an advertiser gets another 
25% discount if be buys 21 or more 
announcements a week. 

Guy Cunningham, bead of presenta- 
tions for CBS Radio Spot Sales, ex- 
plained that there were other special 
inducements, including announcements 
recorded by top local talent and five- 
second announcements at 50% of full 
station break rate. 

Tbe local talent "extra" can pay off 
handsomelv. Cedric Adams, CBS- 
WCCO's star on-the-air salesman, re- 
corded 20-second annoimcements for 
Blue Cross-Blue Shield. They were 
aired nightly for a month. Some 3,000 
listeners wrote Adams for information 
on enrolling in the health insurance 
plan. Res]jonses came from 500 indi- 
vidual towns in Minnesota, and from 
I!>0 other towns in seven neighboring 
states. In addition. 9.000 letters and 
lele]>honc calls were recei\ed by tbe 
lilue Cross-Bine Shield office. (The suc- 
cess of this campaign has led them to 
|)urchase a half-hour show on WCCO, 
Dinner at the Adams', also featuring 
Cedric Adams.) 

Inherent nature of the station break 
is to sell hard. They drive home the 
l)ig feature, the main a])])eal of the 
|)rodnet widi a walloping blow. They 
should do it with clearness and eon- 
<-iseness: thev should do it with dis- 
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Shortest distance between buyer and seller 

. . . pinpointed to the national advertiser and 
his advertising agency. For complete data, 
write Norm Knight at 510 Madison Ave., 
New York 22. 




ONLY 



ONE STATION 



COVERS 



The SEVENTEENTH STATE* 




• 22 cities 

• 428 towns 

• 54 counties 

• 2,980,100 citizens 

• 840,040 radio families 

• only NBC station 

• more people than 32 states 

• more goods purchased than 34 states 

• more spendable income than 36 states 



a compact market of 54 
caunfies in Eastern New 
Yark and Western New 
England whose population 
exceeds that of 32 states. 



WGY 



THE CAPITAL OF THE 17th state 



tinction to catch listener attention ini- 
mediatel)- — points stressed by a top 
agency copywriter. 

The telephone ring followed by "Hel- 
lo, fireyer's calling — ", "Whiz-z-z, best 
nickel candy there iz-z-z!", the whim- 
sical boy-and-girl conversation for Life 
Savers, the talking train whistle for 
Bronio-Seltzer are just a few of the 
announcements that combine an atten- 
de\ ice with their sales 



k GENERAL ELECTRIC STATION REPRESEmED HATiOHALLY BY HBC SPOl SALES 



tion-gettnig 



Schwerin Research Corporation stud- 
ies emphasize the- importance of avoid- 
ing the temptation to try to put over 
too many sales points. Generally, only 
ihc brand name and one idea associat- 
ed with it can be gotten across eflec- 
tivt'ly. A kind of "mental indigestion'" 
in the listener takes place \vhen too 
nmch is crowded into the announce- 
ment. Schwerin tests (charts on page 
40) re\eal that only 57% of the audi- 
ence renicndiered the brand name in 



"Wc have a clofiiiitc rospoot for radio 
and Mill ooiiliiiiie lo it to iho iilniosi 
as long a$ radio conliniies lo do a ^ood 
ioh.*? 

ROBERT J. FABACHER 
Adr, M^r.. Jackson llrexcing Co. 

★ ★★★★★★★ 

an over-complex announcement, where- 
as 70^i' remembered the brand name in 
an uncrowded one. 

Schwerin studies have also shown: 

1. That longer commercials are not 
necessarily better remembered. A lab- 
oratory experiment on this point re- 
vealed that in two cases where the test 
copy was cut down from three full min- 
utes to one minute there was no sig- 
nificant difference in audience remem- 
brance of claims made. The extra time 
was not effecti\'cly employed. For ex- 
amjde, three-minute Commercial A was 
renunnbercd b) 91% of the audience. 
But when Commercial A was cut down 
to one minute, it was remembered by 
9\' r of the audience. 

2. That iila<'ing a commercial with- 
in a program does not automatically 
gain higher remembrance. Connncr- 
cials can borrow from shows, but a 
great many of them do not. In some 
cases, non-identity of mood between 
program an dconnncrcial seems actual- 

I ly to lia\c lowered cfTccli\ cness of the 
announcement. 

3. Under the above conditions, sta- 
tion-break announcements often stand 
a good chance of doing as good a job 
as longer annonnccmcrits— thev deliver 
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their message in a concentrated man- 
ner, and only a minority of "program 
connnercials" are at present succeeding 
in borrowing effectiveness from the 
sho\vs tliey are in. 

Station breaks generally use less than 
lialf the wordage of minute announce- 
ments. Rate cards usually specify 15 
to 50 words for station breaks, 125 
words for one-minute announcements. 

WHEN should station breaks be 
used, and WHY? HOW MUCH do 
they cost? 

Most frequently named uses for sta- 
tion breaks, because of their suitabil- 
ity to light or heavy repetition, were: 
to stimulate buying action ... to build 
brand acceptance ... to announce a 
product improvement or a package 
change ... to take advantage of a 
holiday or seasonal tie-in ... to create 
demand in desired retail outlets. 

To cite just one example of the ef- 
fectiveness of station breaks used in a 
saturation campaign. Continental Trail- 
ways bought 21 announcements on 
KNX, Los Angeles, weekly for four 
weeks. During the campaign a small 
branch oiTice reported a 700% increase 
in bookings. Station breaks have been 
continued by Continental Trailways. 

Flexibility was the second most pop- 
ular "'reason for use" named by agen- 
cy and station rep sources. An adver- 
tiser can pick his audience — male or fe- 
male, adolescent, child or adult, citv or 
rural home and according to interests 
— symphony or popular music, comedy 
or drama, and so on. Advertiser can 
also pick the time of day or night, day 
of week or month, hot weather or a 
blizzard, and city, state or region. 

Prestone Anti-Freeze's "floatins;" 
schedule of announcements, tied in 
with freezing weather predictions, util- 
izes the flexibilitv of station breaks and 
their unique ability to meet special 
needs of advertisers. Prestone has gone 
into 200 major markets throughout the 
country with six and eight-second an- 
nouncements. They have complete run 
of schedule within the time limits of 
6:00 to 8:00 a.m. in all markets and 
from 6:00 to 10:30 p.m. in non-TV 
areas. 

What kind of monev must an adver- 
tiser have for station breaks? Satura- 
tion schedules can be fitted to budgets 
ransing from $200 to $2,000 a week 
on individual stations. 

For a six-a-week schedule on K\X. 
Los An'ieles. advertisers can now buy 
Class "A" five-second announcements 




To a time buyer 
who missed these items 
in the papers 



It's just possible that you didn't see this in the Prairie du Chien 
papers. So we quote: "John Pettra, owner of the Zoo, lias been 
using radio advertising this summer and fall to let people know that 
he has an outstanding attraction right in their own backyard. 
It has paid off in big dividends. If you are doubtful, drive down 
that way any Sunday afternoon and see for yourself the nund)er of 
people who came here to see the Zoo. Mr. Pettra gives a large 
share of the credit for his influx of visitors to Station WMT 
of Cedar Rapids." 

Prairie du Chien is in Wisconsin, 98 miles northeast of us. 
The Zoo's three floating spots a week cost about as much as 
elephant feed, namely peanuts. 

While we're on the subject of news items, did you see the UP 
release which related how some folks out this way worked 
themselves into a tizzie about certain belly dancers at the State 
Fair? There was talk which questioned whether or not that 
particular sort of muscle control offered the right kind of evidence 
of Iowa's greatness. One of the Fair young ladies said she 
had no apologies to make, and several fair-goers allowed as how 
they agreed with her. Far as we're concerned, we'd cut off our 
legacy before getting mixed up in such controversies. Whatever 
figures you look at, Iowa is richly endowed, and WMT caresses 
Iowa ears like corn-on the-cob. Statistic: Iowa cash income from 
corn (1950), $203,267,000. What wasn't converted into cash 
went into hogs which were worth $781,498,000. 

What went into people isn't known, since exact corn-on-the-cob 
figures are not available. But for data on what can go into, 
and come out of, WMT, please see the Katz Agency rep. 



5000 WATTS, 600 KC 
DAY AND NIGHT 
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froni >l.'12() per aiiiiouiK'eiiu'nt. imder 
K^\^i ncAN discount plan. 

Here are more station hreak rale^: 

C'lass ".V Cla-s ■•(:" 
(iiighn da> 

Kl Rf 

( "i llin n s.ni I ianc isco 

liist Itimc ^-IIOO ^22.00 

\l:l\iniuin 'v.:!! timc!, :M.0|| 17 00 

U KV 

">.l)()0 w. Okhiluima Citv) 
na^^ l-tiine '!:t,00 1100 

Mavjtiuitn •lii'i-timcs 2\Aj 20.l."i 

KDKA 

"lO.OOO K. I'ittsburglil 

Ba^i I iinic 30.00 l'>.00 

\la.\muiiii I.OOOtimes C:!.00 :il."i0 

kv^\" 

I 'jO.OOO w. rhilailclphia) 

I1.1M I ■lime 1.0.00 35.00 

Maximum I 000-tiines 12.00 2-i.'i() 
WW I 

50.000 w. New Oik-ans i 

Bast- lumc 65.00 tJ.'i.Oo 

\la\iimim sDO-timc^ f.'j.SO 21.^0 

Tlial .station breaks have their own 
special place in th.- broa(lea-tin<; pic- 
ture aurl (leser^e re-appraisal now is 
evidenced h) alert advertisers who are 
comhininji station break? with nne-niiii- 
iite announcements and or with televi- 
sion. 

\fter nsin<; both radio and TV dur- 
ing the |)a.-t year, a large New England 



regional ad\ertiser has come U]) with 
this successful fornmla — five "quickie 
announcements per week on T^ and 21 
station break announcements per ^\■eek 
on six radio stations in the market. 

★ ★ ★ 



PROGRAMING GRIPES 

{Continued jroni pas^e 3.S) 

ing is not the b) -product of diseased 
.-elliug. W bat chance docs the j)rogram 
director ha^e granted that he does 
a sense of relative values in 
when the almighty 
dollar and the shaky accomplishments 
of a sponsor-worshipping salesman de- 
termine what goes on the air? Why 
all this fear of sponsors, anyway? We 
have found ^"ery few that AVould not 
listen to reason if diplomatically edu- 
ratcd in the limitations as well as the 
broad expanse of radio and radio ad- 
\ crtising. 



possess 



good programmg 



\ 

October 31. ^^^0 



Inc . 



Phil Davis, 
1650 Bro^<i«*%. ^ 
y^en York 19, 



Dear Phil- 



. a short note 
<-«r all yo^ir elien^3. ^^^^^ence i3 



t-or 



of 



Radio 



-TV 



Theo OAnnon 
ins 



Musical Commercials for Radio and TV 

PHIL DAVIS MUSICAL ENTERPRISES, INC. 
1450 BROADWAY, NEW YORK 19, N. Y. • COIumbuj 5-8U8 



It may be true that program direc- 
tors are responsible, at least in part, 
for the self-oj)inionated, cloistered pro- 
graming that stupefies the nation's air- 
w"a^'es. But "diseased jirograming," 
like any other cancerous growth, has 
spread through the years beyond the 
confines of the program department; 
and many other branches of radio can 
be blamed along with the P.D., regard- 
less of bis personal crimes against tlie 
hand that feeds him. 

Good production is a ^\'ortby goal 
but, there again, a new possibility 
arises. The small station, we know 
from experience, may be so fired with 
the zeal for good production that it im- 
ports one of those awesome genius-type 
fello^\s w ho assault the air with obtuse, 
neurotic one-man creations that only 
they and their forced-into-it wives un- 
derstand. Too many local stations, ^\'e 
fear, have midget Corwins in their hair 
and the listener is the one to suflfer — 
until he learns there is better listening 
at the other end of the dial. 

Nor can we see entirely eye-to-eye 
with Hotchkiss on the construction of 
"simple, honest informa'ive shows 
around 'fundamentals' such as home 
building, gardening, health, liaby care, 
fishing, business — farming them out to 
non-radio people who are experts in 
each of these and many other fields. " 
We have a few such "non-radio" types 
on our own station and, between bark- 
ing into the tender nii'^^e and running 
three minutes ahead of or behind time 
— from their total inability to grasp 
the few simple fundamentals of effec- 
tive public speaking — all thev do for 
us is drive us back to the waiting net- 
work line Avhich Hotchkiss decries. The 
net. though sometimes lousv. is at least 
lousv in a professional manner. 

Now in our eleventh year of radio, 
we discover ^\■ith each new day how 
much we have yet to learn. If. along 
with our program direc'ors, the rest 
of us here in radio would descend from 
our agencv-blnejjrinted 'owers and ap- 
pioach the people on their own terms, 
all our ])ro£rams would be better re- 
cei^'ed — whether live or tared, spoken, 
sung, or played on a zither! 

There are certain schools of art and 
music which produce precious brain- 
children purely for their own self-adu- 
lation and for the s\ nthelic praise of a 
few similarly off-beat friends. The 
same may be said for much of what 
springs up in radio to drive another 
nail in its cofTm. -k -k 
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RADIO COMMERCIALS 

{Continued from page 56) 

ed commercials in the last decade, Vve 
all too few recollections of intelligent 
announcers, such as Dick or Nelson, 
on the other side of the glass window. 
What points we were trying to make in 
our copy, men of the Stark-Case caliber 
were sure to understand and dem- 
onstrated same in their delivery of the 
announcement from the very first read- 
ing. Their emphasis came at the right 
places and sounded precisely like nor- 
mal conversation. Every now and then 
there'd be a suggested change in the 
wording by the announcer so he could 
do a better job of putting across the 
ideas about which the copy was writ- 
ten. When you have the privilege of 
working with people like this, you come 
to realize that they themselves are copy- 
writers. There is no doubt in my mind 
that Dick Stark with pcncil-in-hand 
could write a topnotch piece of copy 




18 THOUSAND 

TELEGRAM 

REQUESTS 

. , . tell (heir own 
success stories 

Bob Trebor's "BEST BY 
REQUEST" is the highest 
rated local afternoon disc 
jockey show. Listeners 
have sent in 18 THOUS- 
AND telegram requests in 
2^4 years. 




IN ROCHESTER. N. Y 



Represented Nationally by 
THE BOLLING COMPANY 



out of his years of experience in the 
medium. But even without the pencil, 
whether ad lib or strictly from the 
script, he can create cojry by his ju- 
dicious use of inflection, enijjhasis. and 
even unseen gesture. The result of this 
kind of talent can only lead to a better 
announcement. 

So in these days of trying to make 
radio work harder than ever. 1 thought. 
Norm, 1 might do a short piece on in- 
telligent announcers. What say you? 



Regards. 



Bob 



Mr. Bob Foreman 
BBDO 

383 Madison Ave. 
New York 17, N. Y. 

Dear Bob: 
Okay! 



NOFJM 



OYSTER SHELL 

{Continued from page 31) 

1945; 11 were added in 1946 through 
1948; 16 were added in 1949; more 
than a dozen in 1950-1951. Radio bud- 
gets have jumped from an original 
sS2,000 annually to the present $40,000 
at the rate of about S750 per station as 
each one was added. 

By sticking to just one form of spot 
radio, and leaving its agency relative- 
ly free to make improvements in meth- 
od, Oyster Shell Products has been re- 
warded with a singularly effective com- 
mercial technique. Cecil & Presbrey 
has managed to test out everything 
from straight copy to singing jingles 
and sound effects during the 10 years 
in which it has serviced the account. 
Result: the announcements have been 
modified, improved, and dramatized 
until they are real productions, and 
really hit hard at the farm market. 

Like the French proverb about "the 
more things change, the more they are 
the same," the Oyster Shell Products 
e.t. announcements are still basically 
true to the firm's original air advertis- 
ing approach. 

Here's a typical one in the latest 
series: 

MUSIC: A bright, carousel-type 
Strauss waltz. Out behind: 

AA'NCR: That's the P-B Carousel 
. . . the Pilot Brand Carousel! 

WOMAN: P-B also means a Poultry 
Bonus — extra profits from your flock 
when they get all the Pilot Brand Oys- 
ter Shell they need. 



Why WFBR is 




in Baltimore 




I CLUB 1300 is the big I 
participating program in 
the Baltimore area! Big- 
gest average ratings for 
the full seventy-five 
minutes, biggest mail pull, 
biggest studio audiences, 
biggest in every way. 

CLUB 1300 success stories 
are legion. Ticket requests 
are fabulous. Audience 
loyalty is tremendous! Get 
aboard CLUB 1300 for 
your share! 

Ask your John Blair man 
or contact any account 
executive of . . . 



ABC BASIC HETWORK 




5000 WATTS IN BALTIMORE, MD. 
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Starting December 1, 1951 

Greater Youngstown 
Welcomes 

NBC PROGRAMS 

THE MARKET = 



33rd in Population 
34th in Eff. Buying Income 
—39th in Retail Sales — 



(Data from SALES MANAGEMENT) 

THE NEW NBC MEDIUM 
5000 Watts • 50,000 Watts-FM 

WFMJ 

YOUNGSTOWN, OHIO 



S E R V I C E 

Service is one of the basic 
theme songs of BMl. Broad- 
casters in AM, FM and TV 
are using all of the BMI aids 
to programming . . . saleable 
and useful program continui- 
ties, research facilities, expert 
guidance, in music library 
operations, and all the other 
essential elements of music in 
broadcasting. 

Along with service to the 
broadcaster, BMI makes avail- 
able to its 2,875'' licensees a 
vast and varied repertoire 
ranging from rhythm and 
blues tunes to classics. BMI 
is constantly gaining new out- 
lets building new sources of 
music and constantly expand- 
ing its activities. 

The BMI broadcast licensee 
can be depended upon to meet 
every' music requirement 

*Ai ol N"» 26. 1951 



1. 


Coverage 


2. 


Circulation 


3. 


Impact 


4. 


Penetration 


5. 


Acceptance 


6. 


Loyalty 


7. 


Leadership 



You get them all on 



7^ Alt Si4itax*u 




250 Watts 
Night & Day 
ANACONDA 
BUTTE 
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Tilt TKF.ASl Iff: STATK OF THE 4S 



Ai\t\CR: \es, records show that 
when a hen gets all the Pilot Brand 
0\ster Shell she needs, her laying can 
increase by more than 30 eggs per 
\ ear. That's a real poultry bonus — 
isn't it, Old Pilot? 

PILOT: {deep, nautical voice) Yes 
indeed, son. And that's why poultr\- 
raisers everyw-here are using Pilot 
Brand Oyster Shell to get greater egg 
profits from their flocks, and to keep 
costs down. Pilot Brand is pure cab 
cium carbonate, and 100^ usable. It's 
lowest in cost per usable pound. 

jrO MAX: Pilot Brand is one of the 
most profitable thing? we give our 
chickens and turkeys. 

AWCR: Get your supply of Pilot 
Brand Oyster Shell this week, friends, 
in the bag with the big blue Pilot 
wheel ! 



•»Radio*< greatest weakness is that it 
has ne^er learned to advertise itself to 
advertiser* and ad agencies." 

LEWIS H. AVErn' 

AvPry-Knodel, Inc., A'. 
★ ★★★★★★★ 

A quick comparison w ith early farm- 
publication space ads shows just how 
closely the above commercial, record- 
ed for the feed firm by Premier Radio 
Enterprises, fits in with the early ad 
formula. Brighter? Yes. Changed? 
Xo. 

It's also interesting to note that, by 
a process of evolution, the transcrip- 
tion techniques of OSP have blended a 
format which is at the top of the list of 
farm-area radio preferences. In a spe- 
cial 1948 study made exclusively for 
SPONSOR by the University of Oklaho- 
ma, rural panels of both men and wom- 
en put the OSP-type sound-effect com- 
mercials in first place, out-ranking 
singing jingles, hillbilly voices, and 
straight copy. (For further details, see 
"The faltering farm commercial ' in 
sponsor's "Farm Facts Handbook."' I 

It's little wonder that the combina- 
tion of a consistent advertising ap- 
proach. jjIus the use of the right t\pe 
of commercial in the right time slot, 
makes Oyster Shell Products' $40,000 
radio budget behave as though it had 
a lot more zeros. What it lacks in 
sheer weight is counterbalanced by pin- 
point a]i])roach, and its success is due 
to substituting riflcdike accuracy for 
a shot-gun use of radio. 

This jjrocess of making a little go a 
long wav carries over into the remain- 
der of OSP's ad-spending. Here's how 
the 1951 budget shapes up: 



BfiOADCAST MUSIC, INC. 

Sta «FTH AVf, NEW IfOtK 1» 

NEW TOtK • cm CAPO - HQUVWDOP 



70 



SPONSOR 



Farm pullications — about S48.000 is 
spent to reach farmers and poultry- 
raisers in general campaigns. These 
cover all 48 states. 

Farm-area radio — about 840,000 
goes to daytime one-minute spot an- 
nouncements, using e.t."s. Covers 56 
markets in 20 states. 

Trade papers — specialized trade 
press of poultry breeders and raisers 
receive about $10,000 annually. 

Circulars, dealer aids — an estimated 
$2,000 is spent here annually, back- 
stopping the other advertising done. 

TOTAL: about 3100,000. 

Advertising decisions and day-to-day 
media problems are almost entirely in 
the hands of the Cecil & Presbrey agen- 
cy, where the account is serviced by no 
less a person than Vice President Dave 
Thomas. This is how the Ackermans 
(Arthur and Gustaf) who run Ovster 
Shell Products Corporation wish things 
to be, since they feel that advertising 
is important but is generally a job for 
experts. Only S. Keith Evans, veteran 
adman now with another firm but for- 
merly associated with OSP directly, 
still has a hand in making ultimate 
space and radio decisions, and in ap- 
proving copy slants. It's a folksy, small 



HO TV ANTENNA'S 
HERE . . . Jo&i 



and WE SATURATE, too 



KFSA 



KH8C 



Just like a blanket 
of rain — we cover 
the homes in these 
markets with A.M. 
> radio . . , and when 
we ask 'em to buy 
— they buy! 



SPOT THESE, 
TOO.' 

Buy in a Package 
.One O r d e r — O n e 
Billing , 



Represented by JOHN E. PEARSON CO. 



SOUTHWESTIRN PUBLISHING CO. 

PublitlwFi «t; S»ulh>**u Timit-tacMif, farl 
Smllh, Af^nni«ij EjieHi>A*r.Eni*rprri*, hirllH' 



business, with little pretentiousness. 

Oddly enough, quite a lot of this 
'"cracker-barrel" t\pe of informality 
even manages to filter through Cecil 
& Presbrey s Park Avenue headquar- 
ters in the handling of the account. 

Tiniebuyer Charlotte Corbett puts it 
this way: 

"This is the kind of account that 
makes life easy for a tiniebuyer. Xo 
problems ... no worries ... no switch- 
ing around ... no seasonal ups and 
downs. It's fun to work on the ac- 
count, even though it certainly isn't a> 
big as some of those we handle. 

"You might think that Oyster Shell's 
.^2-week renewals for the same thing, 
}ear after year, keep most station reps 
from offering us anything new. How- 
ever, they all know the account, and 
they do offer us a lot of good time 
slots. When we buy, we do it careful- 
ly, and we take our time. 

"I guess as far as a station is con- 
cerned, the Ovster Shell spot business 
is practically prestige business. When 
we go in, we go in for keeps." * * 



MR. SPONSOR ASKS 

(Continued from page 49) 

We find radio is very effective in 
creating brand preference and identi- 
fication so that when you combine a 
good, strong radio campaign with a 
promotional newspaper campaign you 
get a ven' powerful combination. Ra- 
dio has always fisured to a very im- 
portant degree in all Robert Hall ad- 
vertising because of the terrific mass 
coverage and its daily impact in a 
market. We find that every time we 
open in a new market radio offers the 
best means of quickly and effectively 
informing the new Robert Hall shopper. 

A continued year-'round campaign 
on radio has definitely established Rob- 
ert Hall SATionymity with auality cloth- 
ing. In addition our radio campaigns 
help to strengthen individual promo- 
tions run in newspapers. Our air ap- 
proach is the Robert Hall jingle which 
quicklv established the name and pol- 
icy of Robert Hall in the minds of lis- 
teners. At present. Robert Hall is ac- 
tive radiowise in over 70 cities from 
coast to coast and in 98 T of these 
cities radio is used to an extremely 
heavy degree. 

Jerry Bess 
Vice President 
Frank B. Saudon, Inc. 
Xew York 



/? Meet 
c^Youngsteadt 




WPTF's New Sales 
Manager 

And when you meet him, you've 
met a man who knows his way 
around in sales and advertising. 
Gus Youngsteadt talks from a 
background of 22 years in ad- 
vertising and sales promotion. 
He knows North Carolina and 
the WPTF coverage area like a 
book. He knows the habits and 
customs of the people — when 
they work, when they listen, what 
they like, and how to make them 
part with their money. WPTF 
and Gus Youngsteadt is an un- 
beatable combination for selling 
Raleigh, Durham and Eastern 
North Carolina. 



BS in Business Administration, 
Vnit ersity of Tennessee 
Adtertising Major 
Ten Years. Sales Promotion 
The Tenn. Elec. Pr. Co. 
Two Years, Account Executive 
Purse Co., Adv. Agency 

Four Years, Ass't AJi: .^igr. 
Carolina Pr. & Lt. Co. 
Six Years, Adt, O Prom. Mgr. 
WPTF Radio Co. 



WPTF 

also WPTF-FM 

50,000 WATTS 680 KC 



NBC 



Affiliate (or RALEIGH-DURHAM 

and Eastern North Carolina 

National Rep. FREE & PETERS. Inc. 



GUS YOUNGSTEADT, Saies Manager 
R. H. AVASON, General Manager 
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PUBLIC UTILITIES 

{Continued from page 31) 

stations, and in talking to station reps, 
netuoric co-op depai inients, transcrip- 
tion firms, anrl utility admen. 

SPONSOU learned that three basic 
program categories radio-T\' news- 
cast ing, dramatic ?lio\vs, and the vari- 
ons '"service" shows — accounted for 
over three- fourths of the program oper- 
ations on the air for electric and gas 
]mhlic utilities. The remainder was tak- 
en up with a wide variety of other 
types of shows, from music and (piiz 
shows to forum programs and "Mr. & 
Mrs."-tvpe shows. (For exact hreak- 
down, see <diart on page 36.) 

The reasons electric and gas compa- 
nies have for advertising are a good 
deal less varied than the air methods 
used. \^'ith variations in emphasis, 
utilities advertise for only three basic 
reasons — to promote their product and 
themselves, to do an institutional pub- 
lic relations job. and to sell. 

Here's what 164 representative elec- 
tric, gas. and combination gas-and-elec- 
tric firms t(dd the Public Utilities Ad- 
vertising Association about how their 
ad dollars were divided between the 
"Big Three"' motivating factors: 

Motive Average of budget 

Pioniotional 4''>.'l''«- 

[iistiiutional S4.0% 

Sales - 20. IT; 

roiAi, loo.on 

This is a broad picture. The size of 
the company, the geographical area, 
whether or not the com])any also sells 
gas or electric appliances, whether or 
not it is directly comj)etitive with "gov- 
ernment jiower" projects — all these 
will make changes to some degree. 

Hut these are the main directions 
taken by the radio and TV commer- 
cials of utilitv advertisers at the local 
level. Radio and TV are used to help 
electric and gas firms in the general 
])r(jniotion of the use of electri<'ity and 
gas in the home, by stressing advan- 
tages and service. Broadcasting hel|)s 
to do a coninumit) ])ublic relations job. 
and lo clear U]) "areas of misinforma- 
tion" regarding utilities. And, more 
so for gas cf)mpanies than elef;tric. it 
do("s a straight selling job on j)otential 
customers. 

SPONSOR has found a strong relation- 
slii]) between the size of a ulilily firm 
and whether or not the commercials do 
a selling, or a public relations job. For 
instance. New York's Consolidated Fdi- 
soii (]onij)any one of the worlil's larg- 



est power companies, serving 8,500,- 
000 people — does its airselling only by 
indirection. "Con Ed" sponsors a 
twice-tlaily film newscast series, Tele- 
pix, on New York's WPIX which has 
all the expensive preparation of a net- 
work show. The New York firm, which 
also sells gas and steam, also sponsors 
a nightly five-minute weather telecast. 
Weatherman, on WNBT. Both shows 
use the low-pressure approach, and 
combine the "information" aspect of 
good news and weather shows with a 
considerable amount of information 
about Con Ed and the usefulness of 
gas and electricity. 

Medium-sized utilities are prone to 
inject more of a direct approach into 
their commercials, and the smaller 
firms often go all-out in their selling. 
This is quite evident in an examination 
of the more popular forms of local util- 
it\ spot radio and TV. The Louisville 
Gas & Electric Company, for example, 
keystones its air advertising efforts with 
two well-promoted evening newscasts, 
on stations WKLO and WINN. Then, 
it rounds out its balanced campaign 
with a service program. IP oman^s Way, 
on Louisville's WAVE and recorded 
nmsic shows — one popular and one 
semi-classic— on WKYW and WGRC. 
The Louisville utility makes the ap- 
proach fit each show, aiming part of 
its message at housewives on its serv- 
ice show, part at the young married 
set. on the popular nmsic, and part at 
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the over-all fainih amlience via news- 
casts. Coininercials are basically insti- 
tutional, but Louisville Gas & Electric 
— like many other firms of about the 
same size — injects plenty of salesman- 
ship in selling Kentuckiaiis the \'alues 
of electricity and gas. 

By contrast to the dignified, ''com- 
munity service" TV news approach of 
a firm like New York's Con Ed. local - 
level broadcasting has many examples 
of air news usage like that of the Ap- 
palachian Electric Power Conipanv in 
C'larleston, W. Va. Appalachian's air 
rtdvertising is at work before most city 
folks are even awake. The firm spon- 
sors a 7:00 a.m. portion of a WCHS 
show called The Clockivalcher, a cheery 
mixture of news, farm reports, and re- 
corded music. W^CHS's Harry Brawley 
reported to sponsor: '"The sponsor is 
trying to help dealers sell electrical ap- 
pliances, such as celctric ranges and 
electric water heaters. The early-morn- 
ing hour was selected in order to hit 
many of the rural areas in West Vir- 
ginia which may only recently have 



FREE 

M the rating on our completed 13 Craig Kennedy 
mystery shows starring Donald Woods, filmed 
especially for television, does not beat the rating 
of any mystery -detective TV show at end of 13 
weeks (comparable time) in any city, we ofler 
your sponsor 2nd run at no charge for show. 

Ininicdiatc Delivery 
iirst 13 i/s-hour TV films 
completed 

Adrion Weiss Productions 
present 
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been electrified. I{eceiitl\. the sponsor 
told us that the program had sold elec- 
tric water heaters so well in a special 
pr(Miiotioii that our district won first 
place in a sales campaign." 

Shows aimed at the rural audience, 
a great and growing consuming market 
for utilities, are becoming an increas- 
ingly important part of many utility 
air campaigns. Until earlv this year, 
for example, the South Carolina Elec- 
tric & Gas, Comoanv had been using va- 
rious recorded popular and semi-classi- 
cal music shows on some eight South 
Carolina radio stations. Then, in Feb- 
ruary 1951. the firm dropped its music 
show on one of it< kev stations. WPAL 
in Charleston, S. C. Into its place went 
a folksv blend of farm news, produce 
and livestock prices, and farm market 

• *>T(> point at tclevi-ion is like pointing 
at a jet piano — it has passed ont of 
sight while you raise an astonished fin- 

CII^RLES A. SIEPMAN> 
In "Radio. Tplevision and Society'' 

reports. The new program, featuring 
WPAL farm director Warren Phillips 
as commentator, is beamed squarely at 
the noontime peak of farm listening, al- 
though the approach is on a very in- 
stitutional level. Replied WPAL to 
sponsor's survey questionnaire: "It's 
felt both by the client and ourselves 
that, since the new program offers a 
real service to farmers and cattlemen, 
considerable good will and consumer 
'friendliness' toward the company can- 
not help but follow." 

Newscasting. primarily in radio and 
more lately in TV. has a strong appeal 
to all types and sizes of utility firms. 
Most find that it draws a good, steady 
audience, and matches well with either 
institutional or selling approaches. In 
most cases, it is not expensive. All 
types of locallv-produced news shows, 
news commentaries, combination iiews- 
and-weather shows, and farm news 
programs are now in use. It's interest- 
ing to note that one of the fastest-grow- 
ing local-level segments of utilitv news- 
casting is the use of network co-op 
newscasts. Here's a representative sam- 
pling of some of the electric and gas 
firms usins radio news co-ops: Florida 
Public Utilit'cs & Flo-Gas Corporation 
with Jforld N^eus Rounduv (NBC) on 
WEAT, Lake Worth. Fla.: Tucson Gas, 
Electric Light & Power Companv, with 
//. V. Kaltenhorn (NBC) on Tucson's 
KVOA: Dakota Electric Companv with 




l\/lorning Man 

HOWARD "CACTUS" WILKERSON'S 
"RECORD RANCH" 

7:15-8:30 A.M. — Mon. Thru Sat. 

Arlcansans lilce good Western Music . . . 
and they really go for Howard "Cactus" 
Willcerson's morning roundup of tunes, 
time and temperature before they head for 
worlc. (Little Rocic city bus line reports 
pealc hours of passenger travel from 7:30 
to 8:30 A.M.). Whatever you're selling . . . 
from .Apples to Rippers ... let "Cactus" 
tell 'em and sell 'em! Still some time avail- 
able . . . but 'twon't last long! 

Phone, Write or Wire GLENN ROBERTSON. 
Manager, KVLC, for Details and Availabilities . . . 
or fontact RADIO REPRESENTATIVES, INC. 




National Reprftsentatlvet 

RADIO REPRESENTATIVES 
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TWO TOP 

CBS STATIONS 

TWO BIG 

SOUTHWEST 
MARKETS 

ONE LOW 

COMBINATION 
RATE 

WICHIfA FALLS, TEX. 

620 KC i 

L 5,000 WATTS M 



KLYN 

AMARILIO, TEX^ 

940 

1A>00 WAHS 



KC i 

VAHS M 



When you're making out that iched- 
ule for the Southwest don't over- 
look this sales-winning pair of 
CBS stations. For availabilities and 
rates, write, phone or wire our 
representatives. 

Notional Ropretontotlve* 

JOHN BLAIR & CO. 



MBS's Fulton Lewis, Jr., on KGCX. 
Sidney, Mont.: Weslorn Kentuck} Gas 
Conijxnn' w'nh Cecil Brown (MBS I on 
WOMI, Owonshoro; Georgia Power & 
l.ight Company with Cedric Foster 
fMIJS) on Valdo^ta^'. W GOV and the 
Lake Suj)erior ^)i^tl■i<■t I'ovver Compa- 
ny witli Cedric Foster on WAT^\', Ash- 
land. Wise.: Alahania Gas Company 
with Edward R. Murrow I CBS I on 
Binningliani s WATI: Ohio Edison 
Loinj)any wi th ABC's Headline Edition 
on WMUN. Marion. Ohio, and the Lan- 
caster Electric Company with the same 
news series on \VLA\. Lancaster. Pa.; 
and tlic Consumer's Gas Company with 
Elmer Davis ( ABC) on WEEU. Read- 
ing. Pa. This is far from a full list, 
but it serves as an example of how 
widespread and diversified the use of 
newscasling has grown in utility ad 
j)lans. 

The use of dramatic shows — mostly 
of the transcribed and co-o]) variety in 
radio, and the feature-film type in TV 
— is on the increase, too. in local util- 
ity air use. ECAP has played an influ- 
encing r(de here, pointing the way with 
their use of the light, frothy Corliss 
Archer series on CBS radio. Two ECAP 
firms, the Carolina Power & Light Com- 
pany and the Southwestern Public Ser- 
vice Comjjany. for examjile have both 
recently started widespread dramatic 
air campaigns over and above their 
ECAP contributions. Both firms are 
si)()nsoring a Pred Ziv transcribed 
sliow. Bright Star which has much the 
same <-omedy-drama appeal of Corliss. 
(>arolina P&L sj^onsors the show in 
some 20 markets in the Carolinas. and 
Southwestern uses it to cover a wide- 
ranging 16-market territory in Texas 
and ^Vw Mexico. Other firms, like Ok- 
'ahonia Gas and Elwtric Company with 
the AP)C co-op Mr. President on Okla- 
homa City's KTOK, and Portland Gen- 
eral Electric Comi^any with M-C-M 
Theatre of the Air transcriptions on 
K(AV. Portland, Ore, have found that 
air drama collects plenty of listening 
ears. Oklahoma G&E. hv the wav. a'so 
"'oes after video drama lovers with the 
•limed Story 7 heater on WK^^-TV, as 
does \ tall Power & Light ("oinpam 
with Electric Theater on K1)YL-TV, 
Salt Lake (;it\. 

Programs of a '■ser^ ice 
liomeiuaking. cooking 
care, fashion hints and aimed jiri- 
niarily at ^\"omcn are an old story to 
public utilities. In [he late 1020"s and 
earh P)3(»"s. they flourished widely in 



natnre- 



sewing. child 



local radio for local utilities, at a time 
when many modern kitchen appliances 
were just being introduced. They did 
a good job of selling in their day, but 
practically died out by the late 1930's. 

With the advent of TV. they have 
bounced back into many a utility firm's 
budget, since the visual aspect lends 
itself marvelously to low-pressure sell- 
ing of electrical and gas appliances and 
gadgets. Besides, a good TV program 
helps create more T\' fans, who buy 
TV sets, and thus use more electric 
current. Some of the more rej)resenta- 
tive examples of ".service'" sho^v■s on 
the air both in TV and radio, would 
include: Consolidated Gas Company of 
Baltimore's U omemaker' s Roundup on 
WAL\R-T\^ aired directly from the 
Baltimore utility's own Home Service 
Bureau model kitchen: Philadelphia 
Electric Company's Television Kitchen, 
featuring the firm's well-kno^^n home 
economist. Elorence Hanford. on 
WPTZ: Potomac Electric Power's El- 
eanor Lee show each morning on 
Washington's ViTOP: and UnUed Euel 
Gas Company"? radio Mainly for JFoni- 
en on WSAZ. Huntington. West Va. 

Other fimis have found that music, 
still a radio stronghold even in major 
TV areas, does an equalh -good trick in 
reaching consumers at low cost. The 
Cle^'eland Electric Illuminating Com- 
l)any, for instance, has been reaching 
its customers for nearly five vears with 
Ten O'clock Tunes, aired at 10 a.m. on 




•■Mill 



■ 
■ 




S Reasons Why 



The foremost national and local ad- 
vertisers use WEVD year after 
year to reach the vast 

Jewish i>l:irkc>t 
of I>Iotro|iolit;in >t'\v York 
I. Top adult programrning 
2. Strong audience Irnpact 
3. Inherent listener loyalty 
4. Pofential buying power 
Send for a copy of 

'•WHO'S WHO ON WEVO" 
HENRY GREENFIELD 

Man.npinp Dirrrlor 
M'KVD 117-119 W. si »64h St., 
New York 19 
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WGAR and at 1 ():()() p.m. on WIIK. 
Cleveland. Philadelphia (^as Works 
uses the transciihed Guy Lombard o 
Shoir on WCAU. But. it doesn't have 
to he "'Hit Parade" music, to do the 
job. On the West Coast, the Southern 
California and Southern Counties Gas 
Companies liave heen using a classical 
and semi-classical Evenirtf; Coticert 
(two hours nightiv, exce|)t Sunday) 
on Los Angeles' KFAC. Other firms 
use all tyoes of recorded and live, tran- 
scrihed and co-op musical shows to 
reach everything from the farm audi- 
ence in the early morning to late-night 
metropolitan ears. 

Whether it he i)restige shows — like 
Southern Colorado Power Company's 
sponsorship of Anierico's Toivit Meet- 
ing on Puehlo's KGHF- — or a folksy 
show — like Southern Utilities Compa- 

★ ★★★★★★★ 

**TV will prolialily be absiorlMMl — as was 
rarlio a tiuinlHT of years a^o — without 
elinilnalln^ other major forms of ad- 
vortisfti^ me<lfa.** 

DANIEL M. GORDON 
V.P., Media Director 
Ritthrnitff & Ryan, Inc.. N, Y. 

★ ★★★★★★★ 

ny with Tell Your \eighhor on KHIZ. 
Ottumwa. la., the utilities" air use to- 
day has a purpose. It's moving up 
from the advertising "hasement" on 
electric light and gas company media 
lists, and into a position as one of the 
most effective and low-cost ways to get 
across their advertising messages. 

Striking ])roof of this elTicacy can be 
seen in the fact that even the public 
power companies, which most business- 
managed utilities view with some ap- 
prehension as a brand of "creeping so- 
cialism." arc using the dir. \ot long 
ago, the Metropolitan Utilities District 
of Omaha went on WOW. Omaha with 
a heavy spot announcement schedule to 
promote gas appli^iiices. Its electrical 
neighbor. Omaha I'ublic Power Dis- 
trict, went on the same station with a 
saturation announcement compaign. de- 
signed to heln dealers sell more ap- 
pliances and TV sets. Manv other gov- 
ernment-controlled and public power 
projects are either on the air, or are 
planning to use it for business or pub- 
lic relations reasons. 

As one adman for a large Eastern 
public utility summed it up for SPON- 
SOR: "There was a time when many 
electric and gas companies used to 
wonder why on earth thev should spend 
any money in broadcasting advertising. 
Now, many of them are wondering how 
thev ever got along without it." * * * 



DOLLARWISE 




YOUR 
BEST 

RADIO BUY 



WREN 



TOPEKA 

1250 kc 

ABC 

5000 watts 

Weed & Company, NaHonal RepresentaHves 



IN MONTREAL 



it's 



CFCF 



Ask the man who knows best — the local ad- 
vertiser on CFCF. 

Best proof that he gets prompt action at the 
cash register Is the fact that 

Over a 3 -year period 

local advertising on CFCF 

has increased 260%. 

National advertisers, too, can bank on CFCF. 
For Canada's FIRST station has the coverage, 
the lislenership, to do a real selling job in 
the rich Montreal market area. 




WTAL 



- ■ -J C 

5,000 Watts Full Time 




John H. Phipps, dwn«r 
L. Hef£chel Graves^ Gen' I Mgr. 

ri.ORIDA GROUP 

Coluxnliia 
Bioadcastincf 

System j 



National Representative 
JOHN BLAIR AND COMPANY 



U. S. Representative— Weed & Co. 



Southeastern Representative 
HARRY E. CUMMINGS 
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BMB FIGURES 
DON'T LIE... 
BUT 





. . . there are certainly plently 
of occasions when they've 
been misinterpreted. 

Give three different agency 
Time Buyers BMB data to 
analyze and evaluate— and the 
chances are they'll come up 
with 2 or even 3 different ansv/ers. 

The whole trouble is there's 
never been an accepted 
standard of procedure for 
eliminafing fhe popu/ar/f/ facfor 
from BMB figures. This 
musi be done if you are to get 
true measurement of the 
physical coverage of any 
radio station. 

We've licked that problem 
with a new and dependable 
formula which by discarding 
the variable elements of program 
or performer popularity is 
completely fair to 
ALL stations. 

We'll tell all-at 
your convenience. 




(ADIO STATION R E P R E S E N T A T I V £ 
J2 EAST 40lh STREET • NEW YORK 16, N. Y. 

NEW YORK . ST. lOUIS 
CHICAGO . lOS ANGEIES • SAN FRANCISCO 



ROUNDUP 

[Continued jroni page 53) 

listeners to the prcgrani who wanted 
to advance in "rank" (from firefighter 
to super chief), proof of purchase of 
six hoxes of Grandma Cookies were re- 
quired for each step up the hidder of 
promotion. 

W hen this series ran out. Grandma 
Cookie hought a quarter liour of 
KFA's popuhir Merrie Circle, a kiddie 
show featuring Merrie \'^irginia. The 
product tie-in here: naming a puppet 
(actually a Merrie Virginia ''voice"). 
Each entry required a proof-of-pur- 
chase wrapper. The name selected: 
Gulhert. 

The company continues to push KEX 
])ersonalities, Merrie Virginia and Lin- 
< lc Koh of KEX's Squirrel. Cage. As a 
result. Grandma Cookies have distrihu- 
tion in chain stores \vhich didn't stock 
the hrand formerly. 

i\ow \\ith new equipment (the larg- 
est oven in Portland owned hy a local 
concern) Grandma Cookies turns out 
28 different cookie varieties, with an 
increased oven capacity of 40*^^. For- 
merly the firm turned out 15,000 doz- 
en cookies daily. With increased pro- 
duction, radio will sDearhead the quest 
for more sales and distrihution. * * * 

iSrivily . . . 

WTiBM, Chicago, which calls itself 
the "showmanship" station, proves it 



iVIit^^*Nll iWTHHTtt IT. 

TI4E NElunlENT MltTifl DF MPiO 



I KOAD CASTING in this in Eat 



KHSWt THAT THC TOF 



EHICABD ITfcTfOFt 0« WHICH TO ^2n^^I] 



PNODUCTfl AHfi IE « VICES pen THE tHtT' 



... THE *HOlltHAlDlHir STATION 1 



AND. ,.THi MlLLlOHl IffHS UtTEH Tt THE 



Una* TH*r 



mEUMT THE tlttATEtT 



or aUriTAtlBjNt FHOtllAUl AVAlLAtLE 



MUrWHERE- 



WBBM sales promotion stieet is e/e-catctier 

with its plug for resurgent radio, and 
ils own CBS-affiliated facilities. The 
one-sheet promotional pitch deftly in- 
serts the names of nine outstanding 
trade jiapers (including SI'OMSOR) . 



This I Believe, CHS' recent-inaugu- 
rated series of five-minute shows pre- 
senting the guiding philosophies of 
men from all walks of life, are now he- 
ing supplemented hy booklets. These 



This I Believe" 



A Srriei of Radio Bri>AJ<aiii* 

h 

EI>WARD R. MURROW 



Prrirnttus the Periona] thttciophel of 7 Aom;A#/mI 
Men anJ Women m Att Wat^t eit Ute 



Vhit t> SchiDd Thii > Bcl>t< 
Fd«ird R Murrow 

Oentnl Luriu. D. Clay 
Harold E Siaiicfl 
IVarl Burl 
Prof 



ImJatttultit H 
Ptti'drt. Vmtetttlj *l fent.ylmU i 




Air comments in print also pack big punch 



will reprint selected on-the-air remarks 
of such men as General Lucius D. 
Clay; Harold E. Stassen; Pearl Buck; 
and William L. Shirer. The program, 
inaugurated by Edward R. Murrow is 
produced by Edward P. Morgan, 
* * « 

Sylvania Electric Products Inc. pre- 
sented four of its 12 Sylvania Televi- 
sion awards recently at the Hotel Pi- 




Four Sylvania awards go to producer-dir., stars 

erre, Manhattan, to Your Show oj 
Shows, its producer-director, and it's 
talent. Show's Imogene Coca was "best 
actress," Sid Caesar, "best actor," Max 
Liebman, "best producer-director," and 
the program itself, "the best revue on 
television." 

» * » 

Rural audience listenership is on the 
increase, according to a recent survey 
by the Crosley Broadcasting Corpora- 
tion (WLW, Cincinnati). Figures re- 
leased by Robert E. Dunville, Crosley 
Broadcasting president, indicate farmer 
listening is up 8% over 1950; 10% 
over 10 19. The same survey shows the 
WLW farmer-listener is spending 77 
minutes daily at his radio, compared 
to 71 minutes last year. 
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Maryland and District of Columbia 
broadcasters, at a recent meeting in 
Baltimore, completed organization of 
their broadcasters' association. Princi- 
pal sjjeakers were Harold F. Fellows, 
NARTB president, and Wilbur Van 
Sant, president. Van Sant. Dugdale and 
Co. Both speakers called for unity in 
the radio and TV industry. Officers 
elected at the broadcasters' meet were 
John E. Surrick. WFBR, Baltimore, 
president; Charles J, Truitt, WBOC. 
Salisbury, vice-president. ★ * ★ 



MEN, MONEY, MOTIVES 

[Continued from page 6) 

Yet executives who are impatient of 
the anguish, and resistive of the cost 
of writing, almost invariably speak 
well of the art. They are indeed for- 
ever rediscovering the importance of 
writing and declaring, in effect, that 
no script should be without some. And 
these periodic rediscoveries of writing 
are all to the good for if writing is 
rediscovered often enough it may final- 
ly, like Imogene Coca, jj;et on the map. 

All of the foregoing comments on 





WHP A 

5000 WUTS/ ) 
510 K.C./iw^ 

Pialionai Rep. 
The Boiling Co. 



SOOOwatts 

580kc 



the key station 
of the keystone 

state ■ , . 
Harrisburg, Pa. 




the level of big town, his time script 
writing were inspired by an admirable 
essay on small town, small advertiser 
seriptwriting published in Broadcast- 
ing Magazine and written by a co7i- 
tinuity gent name of Bruce F. Ander- 
son, emj)loyed at WMT, Cedar Rapids, 
la. We agree with Mr. Anderson's 
paper (and applaud his lucid prose) 
as we agree with the inscription on 
the Statue of Liberty. He has acutely 
recognized and convincingly described 
the Main Street version of industry 
neglect of the writer. 

* * * 

One hundred years ago there were 
"literary factories" in which toiled ink- 
stained wretches. The modern equiva- 
lent, as Anderson paints the canvas, 
is the sweet girl graduate, English 
major, chained to a broken down type- 
writer in a radio station cubbyhole, 
overworked, snubbed by manager, 
salesmen and the egotistical announcers 
who are madly infatuated with their 
own voices, indifferent to the meaning 
of words. 

* * * 

Well, don't lose any sleep, Mr. Spon- 
sor. You probably wouldn't anyhow. 
But some time, in a sporting mood, 
experiment with the novelty of having 
the writer a party to decision, a voice 
in script improvement, and paid as 
well as, say, an assistant director. 

★ ★ ★ 

ACCOUNT EXECUTIVE 

(Continued from page 29) 

10:30. Copywriter on my account 
finally came in. Hangover. Showed 
him what I had in mind for our in- 
surance commercial. Said he got the 
idea, but I could sense his resentment 
at my trying to write it. I told him 
that his copy lacked fire, that it needed 
personality and rhythm. Gave him a 
few pointers on an insurance agent, 
his habits, and his way of conducting 
a sale. Think he sees the light. Says 
he will revamp and have the copy ready 
for me before the meeting at two. De- 
cided to bring him to the meeting. 

11:15. Call from our radio-TV de- 
partment. They say there's a big howl 
over the cost of one of the proposed 
stars. Fm not too enthusiastic about 
using this star anyway. Not good for 
an insurance audience. Will have lunch 
with our radio-TV man to talk it over. 

11:30. Received a report from the 
insurance company's Superintendent of 



Nat D. 
Williams 

One of 
WDIA'S 
many famous 
personalities 




FOLCERS COFFEE 
Renews WDIA For 
Second Consecutive Year! 

Yes, on November 26, Folgers Coffee started 
their second consecutive 52 weeks contract 
with us, a success story created by WDIA's 
overwhelming dominance in selling the huge 

Negro segment of Memphis' 394,000 popula- 
tion. You, too, can economically reach and 
sell the 489,000 Negroes in WDIA BMB 
counties, join now the trend set by such 
national advertisers as Taystec Bread, Cold 
Medal Flour, Camel Cigarettes, Purex, Super 
Suds and others. Get the full facts on WDIA 
soon ! 



•HOOPER RADIO AUDIENCE INDEX 
City: Memphis, Tenn. Months: Sept.-Oct. 1951 



Time 



Sets WDIA B 



MF8AM-6PM 12.2 26.5 26.0 17.9 10.9 7.7 5.6 4.5 



MEMPHIS VVDIA TENN. 

John E. Pearson Co.. Representative 



FOR QUICK, EASY 

REFERENCE TO 
YOUR COPIES OF 
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of only 
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binder 

BINDER ORDER FORM 



SPONSOR 

510 Madison Ave. 

New York 22 

Please send me Binder holding 13 Is- 
sues and bill me later. 



NAME 



FIRM 



ADDRESS 

cilY " ZONE STATE 

□ $4 one binder □ $7 two binders 



3 DECEMBER 1951 



77 



KROD 

EL PASO 



for 



our 
bank 




■•cf rrp/'P-. 



Ml-. Voiins, head of this fast-fiiou- 
irm soulhuostein financial institu- 
tion. sa\s. "Wc'xc acl\ertispd o\ci 
KliOI) consistently e\or since it 
went on the aii. and we believe that 
GUI ret;ulai messages to its \asl list- 
eninn audience have contributed 
much to this bank's steady and sub- 
stantial Kiouth." Yes and KROD 
can sell YOUf{ pioduct too, in this 
utal market with its -141.310 popula- 
tion and its $3il6 8!0.00(.) total sales. 



5000 \\ ATTS 600 K C 
CBS Radio Network 

KODKKK'K IJKOADCASTING Corp. 
nOKKANCK l>. KODKKfCK 
President 
VAI. I.AWKKNCK 
Vire-I'rrs. and (ien. Mgr 
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lal/.s like yon . 
n rOI'S l,v , 
lirrf iiiriri'cl! 



.'in' mrm/xT.' If ( JIS 
Ilia iiKirgin in 



Yrs. 
A I ay 

W C H S 
Charleston, W. Va. 



Mr. Fred Byron 

dftrficld and Guild Adr. Agency 
San Fraiirisco, Cnl. 
Ih'ar Freddy: 

Til' Iniineloirn nr II ('IIS is a plarc, 
(ill )oii fellers orta keep in mind. 

(,h(ii le.sinn. If est 
I irginny, is one 
iir ill' jeiv phu cs 
in lli eonntry 
where lit' biziie-a 
trend nlliis seem.'; 
ler he I P ) '-s- 
sir. Fieddy. ivilll 
lolsa jilines siij- 
ierin a relapse, 
dcixirlnieni sl/ue 
sales in (Juir'es- 
lon tc n z I P 
sereii p e r e e n I 
dnrin ill' fir si 
nine niunts nn 
I'i'il over PJ.')!). 
In' nollier lliiii'. 
Th' liig ('arhide 
(I n ' (, a r b (I n 
eonip'nv wlii'li 
already litis niil- 
yini.s an' niilyiin.s 
'vested here, i.s 
hi 
'aril 
Thet'll 

mean more u ell paid i usionier.s ler 



AgeiK-ies on statistical data aliout in- 
surance agciit'~ sales, inteiesl, family 
life, social habits, income, and so on. 
Iliouglil this report essential for fair 
appraisal of tlie selling needs of the 
individual agent, ('hccked over ni\ 
own analysis of v isil to Red Rank 
Rraiicli OOice. Agents are average |3eo- 
ple witii terrific sales jjotential because 
they understand othei average people. 
\o high-pressure. Learne(l a lot about 
selling tcchni(]ues from that visit. 

12:00 noon. Looked over a batch 
of new ads tiiat the agency is running 
this month. Xoled ni) comments on 
sales appeal, leadabilit) . color, design. 
et(-. Paid particular attention to the 
advertisement for one of our leading 
clients who s been complaining about 
the (jualit) of his atls. Trouble is. 1 
think, that we are not using enough 
high-minded iniagiiuilion, and enough 
low-down effort. Gel one and lose one 
migiil turn out to be the case here. 

12:20 p.m. Lunch with our radio 
man, the cojiv w riler, the man doing the 
research, and Etl. thought this ex])edi- 
ent. Went to that place on Vaiulerbilt 
Avenue where you get quick service 
without the usual fawning. Oood food, 
too. The cop) \vriter had two martinis. 
1 saw Ed give him the freeze. He's oil 
to a bad start if he keeps that up. 
Martinis and two o clock conferences 
don't mix. He'll learn, I hope, because 
he's talented and I'd like to see him 
sta) . Ma) be he's too talented. The 
words pour out of hini. We talked 
over ideas for the meeting. Decided 
tr) to drop the controversial star. I 
think T can ease this i)oint acioss, even 
though she is a favorite of the insur- 
ance compain's radio manager. 

/ ;75. Rack in the olfice. M(^etiiig at 
two. Getting tight as a knot inside. 
Always liajjpcns befoie a client confer- 
ence. Certainl) hope those two mar- 
tinis didn't dull the cojiyw riter's brain. 
The whole meeting hinges on the cojiw 
Should have called u\\ wife beioie 
lunch like 1 said. . . . Radio and TV 
arc such intangible media to talk about 
at a conference. 1 here's nothing to 
hold U]j ill front of the client exc<>pt 
ratings, and graphs, and charts. He 
has lo visualize his advertisement in 
terms of how it will be jjresented. \ot 
easy. Television isn t an overshadow- 
ing of radio. ICach is an elTct.tiial me- 
diiiin in itself. Now that we have tele- 
vision, radio has the opportunity of 
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truest value as sales medium. 

2:00.6:00. The conference to out- 
line next ) ear's radio advertising jiro- 
grain. Got in early with my supporters 
to meet the opposition. (Gopywriter, 
not feeling the martinis, caine through 
with a brilliant rewrite job.) On my 
side in addition to the copywriter is 
the art director, research man, our ra- 
dio and TV director, the radio network 
V.f'.. and the tiniebuyer. From the in- 
surance company, there's the radio 
manager, the \ .P. in charge of adver- 
tising, and one or two other people 
from the advertising department. 

Looked like rough going because of 
the rumors aroused by that trade paper 
item, and because of the failure — Hoo- 
per-wise — of last year's TV v'cntnre. 



**Scinie people say tliat television is go- 
ing lo swjillow radio. I don'l think this 
is the ease. The qncstion is not the 
death of radio, hnl how we are going lo 
shape radio and television so that eaeh 
will do its nio.^t effeetive job." 

JOSEI'FF JI. MeCONNELL 
President. IS'liC 



We tried every trick in the bag with 
the TV show, but the Hooper kept de- 
clining. Maybe that was the trouble — 
tricks! We had had a half-hour dra- 
matic show using wanned over Rroad- 
way fare. Gold turkey. ... I presented 
the new campaign to the client. Luke- 
warm reception. 

Clients never talk when they don't 
like something: the) just say, "well, I 
don't know. ' Then they shake their 
heads, and wait for you to tell thein 
why they re not impressed. I did. 
Rroke the whole caii.paign down, step 
bv step. Went over the client's old 
business, sales, new business, poten- 
tial business, cancellations, group in- 
surance, ordiiiar)'. agent's selling needs, 
lirought out reports and studies that 1 
had made of the markets to be reached. 
A gleam. 

Then 1 began to rebuild the cam- 
paign in ternis of these. Conservative 
nighttime radio drama, with carefully 
planned national magazine follow-up 
advertisements. Analyzed every item in 
the budget. Cut out dollars. Even 
(•hopped off nickels. It worked. 

Spotted the client's trouble. He 
feared that the radio lislening audience 
was declining. Yet he also feared that 
last year's TV fiasco would repeat it- 
self if he went back into television. 
Rallied mv ffirces and proved eonclu- 
sivdv that, for his purposes, more 
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years i)f good radio drama would he in 
order, and would he a major sales 
producer. Repeated my theory on ra- 
dio as a hrand new sales iiiedium when 
used in terms of newly acquired knowl- 
edge. Read the client the copy . Alive 
and on fire. (I think the copywriter's 
a genius, hut he prohahly needs ])hysi- 
cal diversion. He ought to huild some- 
thing . . . mayhe a house ... or a 
driveway. . . . Something, hut cut out 
the martinis.) Meeting ended ahout 
six. Taking them all for cocktails. 
And cocktails we need. . . . Never did 
call home, though. 

7:15. Now it's over ... or should 
I say now it hegins. \ew cain]iaign 
with crisp copy, cool layouts, and pow- 
erful ideas. A 39-week radio package 
show with magazine follow-ups. ready 
for production. Got to check thosf 
hlack-and-whites first thing in the 
morning. Ed had a good suggestion 
ahout toning down the sales line right 
after the station hreak. I wonder if 1 
told Sally al)out cutting; 10 instead of 
six scripts. . . . Scarsdale. . . . Ahh. . . 
Good feeling to have made a sale . . . 
and lo have a clairvoyant wife who 
somehow always knows what train 
you're going to he on. * ★ * 



DO VIEWERS REMEMBER? 

(Continued from page 33) 

])led" list nearly always showed up 
strongly in the "'rememhrance' lists. 

In simple words, this means that an 
advertiser's commercial must have the 
factor of heing "remembered" to be 
truly effective. 

(For full listing details, see chart, 
p. 33.) 

The secret of rememhrance doesn't 
lie in commercial technique. Although 
the Advertest studv makes no mention 
of it. the "gimmick" used liy each of 
the leaders in the column of products 
"sam]iled" because of TV varies con- 
siderably. Lipton's Tea is TV-sold 
through the cracker-barrel, homespuii 
charm of Arthur Godfrev, in what is 
otherwise a simple, straight-\'oice com- 
mercial. Aja.v has a hard-selling 
straight message behind demonstra- 
tions of product use. Tide uses vari- 
ous tactics, the leading one heing a 
bouncy jingle behind some expensive 
animated letters and wash-day gar- 
ments. 

What they do have in common is 
that their message — and this is con- 
firmed by other studies of Starch. 
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Harvest a Bumper Crop of Sales 

Use The Station That's Favored By Local Advertisers 



It's just plain good sense 
for you boys to ride along 
with our local boys. They're 
here on the spot checking 
results day by day . . . and, 
day after day, week after 
week, they're buying more 



and more time on WIOD. 

For the details about 
our Quarter of a Century 
of outstanding service to 
Southeastern Florida, 
call our Rep, The Boiling 
Company. 



JAMES M. leGATE, General Manager 

5,000 WATTS • 610 KC • NBC 





in total share of ^ 
Washington audience 




Ask your John Blair man for 
the whole WWDC story 

* PuIsb: May-August. 1951; 6 A. M. to Midnight 



Highest Hoopers 
morning, afternoon, 
and evening , . . 
for months and months 

I CBS — Represented by the Kati Agency. 
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Co¥£R Ohio's 

CHIEF MARKET 




with 

CLEVELAND'S 




STATION 



To\t lalriil. vipcuous salrs |ii'oiiioti(ni. plus Greater Cleve- 
lainl's slroii^iesl .*}«iial make WJW your besl buy. Cel fads, 
availal»ilities iNOW. 




5000 W. BASrc ABC 

WJW BUILDING CLEVELAND 15, OHIO 

REPRESENTeO ^ATIONAUY BY H-H REPRESENTATIVES, INC. 



Thcre^s More 

SELL 




on 



UJRIIL 



RICHMOND 
VIRGINIA 

■% 910kc-5kw 
ABC 

AFFILIATE 
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National 
Representatives 
EDWARD 
RETRY 

Cr CO., INC. 
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'^Sponsor 

is the logical 
gift for all 
your friends 
in radio and 
television 
advertising. . . 



Inquire today 
about the 
special low-cost 
Christmas gift 
subscription 
rates . . . 
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I Schwerin. et al. — is simple and believ- 
able, and is socked across in a wav 
that sticks. 

2. TV commercials are not neces- 
sarily most effective in motivating pur- 
chases or samplings when they are 
merely "ivell-liked" or "disliked." 

With reference to the Philip Morris 
man's anecdote, the competitive cig- 
arette's bouncy little jingles have put 
them up from a low place in a similar 
1950 Adveilest study to a very high 
spot among "Best Liked" commercials 
in the 1951 Advertest report. If all it 
took was being liked, the P-M competi- 
tor should head the "sampled" list. It 
doesn't. Not onlv that, it doesn't even 
appear on the "'sampled'" list in the 
top ten. 

Philip Morris, on the other hand, is 
nowhere to be found on the "Best 
Liked" list. Instead, it is at the top 
I of the list of those that are actively 
disli/ced. Yet. even other firms in the 
tobarro industry admit privately that 
Philip iVIorris's "\ose Test'' commer- 
cials ha\ e boosted P-M's sales, and are 
cutting into theirs. What pays off for 
Philip Morris is that their commercials 
—even thouerh disliked because of their 
straight "sell" copv — are remembered 
well. 

Actually, onlv one advertiser in the 
\ upper ten of Advertest's 1951 "Best 
Liked" list — and that one eighth-place 
I Ajax — makes an appearance at all on 
the list of products "sampled" because 
! of video selling. A good manv people. 
; at the same time, don't like the Ajax 
i commercials. But, like Philip Morris". 
Ajax's commercials remain in the sub- 
conscious mind of housewives, later 
prompt them to trv the products. This 
is what has boosted Ajax, sponsor 
fee'*, into the second place in the "sam- 
pled" lis'ings. 

3. The favorite type of commercial 
is "live action." In method, singing or 
dancing commercials lead by a fairly 
sizable margin. 

Some clue at lea.^t as to how an ad- 
vcr iscr can best grasp a TV viewer's 
attention is offered in Advertest's in- 
vestigations into the likes and dislikes 
as to tvpe and me'hod of connnercial. 

Live action leads bv a slim margin 
( \5.2' '( against 44.5'vO over cartoon 
connnereials. Togelhcr. they make up 
ncai h 90' ( of the preferences. Films 
(considered apart from cartoons) and 
slides do not rate at all. by comparison. 
Actually, film inserts in live connner- 
eials are — as far as most viewers are 
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concerned — usually not spoiled, and 
pass for "live" action, if they're good. 

Singing or dancing commercials, ei- 
ther live or cartoon, seemed to be the 
preferred method by over half (55.5^ ) 
of the respondents. Most viewers, in 
their choice of a method of product 
presentation, gave the nod to "showing 
the product being used" (3o.5T), 
"showing product being made" 
(24.5'^) and "telling what product 
does" (20.6%). 

(See chart, p. 33. for full listings.) 

4. The public s general attitude to- 
ward TV commercials is improving. 
Most think they're better, as compared 
to six months ago. Only 7. .5% think 
they re tvorse. 

In the general evaluation of TV com- 
mercials conducted in the Advcrtest 
study, nearly half (47.6%) of the re- 
spondents reacted favorably to com- 
mercials. About one in ten (10.3% ) 
felt that they were "Very Good." On 
the other end of the scale, about a third 
(32.0%) of the panel reacted unfavor- 
ably to commercials. Here, about one 
in ten panel members said that com- 
mercials contained "too much advertis- 
ing." Some 20.4% of the panel were 
noncommittal about the whole thing. 




A value . . . PLUS 
in "BRUSH CREEK 
FOLLIES" 

with 

HIRAM 
HIGSBY 

on 

KMBC 

KFRM 

PLUS ONf-"Brush Creek Follies" is 
in it; fourteenth successful season! 
PLUS TWO— Playing again to a live 
audience from the stage of the huge 
new KMBC studio playhouse! 
PLUS THREE— A great new arrange- 
ment on commercials for advertisers! 
PLUS FOUR — An outstanding new 
promotion and merchandising plan! 
PLUS A DOZEN-Write, wire or 
phone KMBC-KFRM or your nearest 
Free and Peters colonel ! 



KMBC 

of Kansas City 

KFRM 

for Rural Kansas 



• • • 6tti oldest CBS Affiliate • • • 



The Adverlest panel also gave a 
boost to TV commercials in the matter 
of self-improvement. About half 
(S4.3% ) agreed thai TV connnercials 
"had improved" in the past six months, 
and listed as their chief reasons "Bet- 
ter means of presentation" and "\ot 
as long." by 13.0%- and 10.3% re- 
spectively. 

That TV commercials were "the 



same a 
improvement 



SIX months ago 



was 



the 



in terms of 
decision of 



37.7% of the panel. However, oidy 
7..>% of the panel stated that TV com- 
mercials are "worse." The chief com- 
plaint was that T\ commercials "con- 
tinue to get longer," but this was a 
minoritv gripe voiced by only 3.3% 
of the total panel. 

Suniniefl up. the Advertest opinion 
studv gave a prettv good conduct mark 
to TV commercials. Reaction was defi- 
nitelv greater "for" commercials than 
"against." showing that the techniques 
are getting better or more subtle. 

.5. Most viewers feel commercials 
are Ions;er than they actually are and 
would like them shortened. The lengths 
viewers want are I'ery clo.se to what 
the IS'ARTB and "official" net-station 
lengths are supposed to be. 

What the \ iewers felt regarding 
lengths of commercials is something 
else again. Here, commercials did not 
make out well at all. Resoondents were 
asked how Ions thev felt commercials 
now were, and how lone; they ousht to 
he. for 15-minute. half-hour and one- 
hour shows. 

Averased-out. the viewers' responses 
showed that thev thought commercials 
should be decreased bv about 40%. 

Manv admen, of course, will argue 
that the oublic has alwavs felt connner- 
cials are too loU'i. This argument is 
supported bv the fact that TV commer- 
cials on network and local shows which 
conform to NARTB standards of com- 
mercial length are usuallv inside the 
"should be" lengths cited by the Ad- 
vcrtest panel. 

However, a sponsor editor checked 
all of the New York TV stations re- 
garding commercial lengths in network 
and local shows, and found out that 
about one show in four runs over its 
allowable commercial lenath by any- 
where from 20% to 100%. depending 
on the advertiser, station, and how 
"marginal" the hour. 

Here, for TV admen who wonder 
how the public views their commer- 
cials, arc the Advertest respondents' 
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danatlans for 



Star d I s c - 
jockey Poul 
Berlin o b - 
toined 1,760 
the Southwest 



Blood Bonk on his recent broad- 
cast morothon. Storting mid- 
night October 4, Paul wos an 
the oir continuously for 18 hours 
ond 16 minutes, emceeing all 
regulorly scheduled braadcosfs, 
spinning records, and urging 
the public to give blood. 

KNUZ, now OS in the post, leads 
in public service promotion in 
Houston. 
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These 
programs 
ore now 
available: 



"WEST'S BEST" 

Feoturing Toll & Thinly Al 
McKInley 1:15 - 1:30 p.m. 
Mondoy through Fridoy. 

*Tied for No. 1 Hooper in 
Morket 



"SPINNER SANCTUM" 

Feoturing Wolf (Joe) Colvln 
3:30 • 3:45 p.m. Mondoy 
through Fridoy. 
*No. 2 Hooper in Morket 



'August, 1951 Hooper. 



fot .nlarmotien ealt 

FORJOE 

National fti>pr*tentoHv4 

Of DAVE MORRIS 

G*n*ro/ Monog»e 
at Kljilant 2581 




P. 0. BOX 2135 
TWX HO 414 
HOUSTON, TEXAS 
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c\alualioii of coinnicicial lengths: 

\. In 15-niinutt' ?lio\\#. ro^poiiclenls 
fell the coiiinu'rcials avera<;c 3.63 iiiiii- 
ute^ long: should he cut ti) 2.04 niin- 
ulo-. 

P). Ill luilf-liour >lio\v?. respDiidenl.- 
r-ai(l conmierrials axeragcd 6.61 niin- 
ule> in Iciiglli: >li(>ukl he tiimniod lo 
■AM. 

v.. In a one-hdur ^how. the ie?j)()n- 
(lent.-; felt that ccininercials were run- 
ning around 11.31 minute*: .should he 
cut to 7.10 minute-;. 

it'? interesting to note that the ac- 
cepted \ \l! FH length? for tliesc three 
cla>sifications. jjIus those admitted to 
h\ \p\\ York \ \ stations, are: (A I 
ahout 3.0 minutes in 15-minute shows: 
I I) I httween 3.0 and IS) minutes in 
half-hour show.-: and iCl from 6.0 to 
7.0. except late-night film shows which 
can stretch to as nmrh as 1 1.0 minutes, 
in one-hour shows. 

Weigh one against tlie other, and 
the answer is fairlv clear. The puhlic 
would prohahK he a lot ln|)pier ahout 
the lengths of T\ eonnnerc ials if the) 
were held rigidK to theii allowable 
limits. Advertisers who regularK "run 
o\er are flirting with ad\erse |)uhlie 
o|)inioii. 

6. The over-all vi'eujxn'nl, as seen 
hv sponsok: 

Fitted into its j)lace in \ \ s short 
and hooming historv. the 19.51 Adver- 
tcsl stud\ of T\ commercials is more 
of a usefid extension of existing re- 
search than a com|)letely new set of 
findings. 

It does me>li with such findings as 
those of the Suocr-l lofstra study, which 
-howed that well-liked commercials do 
ahout twice as w(dl as disliked or neu- 
tral ones. 



However, the Advertest study makes 
quite clear that those "'well-liked" com- 
mercials that pav off in sales have 
something more than mere charm. 
'["Iie\ also make a deep memory ini- 
pression. and finding an attention-get- 
ting, penetrating T\' commercial for- 
mula then hecomes the TV advertiser's 
greatest Mecca. 

The Advertest >tudy also gives, in 
effect, a ra|) over the knuckles to ad- 
\ertisers who deliherateh air eonnner- 
cials longer than their allowable length 
in the hoi;e that tlie\ are thus more ef- 
fecti\e. The selling joli. apparently. 
<an he done in the j)ro|)er time — if its 
done well. * -k * 

1 1' oris indieatiriii that the same is 
true oj radio eoiuiiiercials appear this 
issue ill lite article starting on page W.) 



NETWORK REBIRTH 

{Continued jroin page 3o ) 

ens does on a basis of rebuttal to the 
NBC |jlan obscure this basic fact: 
ever\ move CBS makes over the next 
few months grows out of its long- 
lange need for adjustment, not out of 
mere counter-punching. 

At the lime vou read this. CBS may 
be reads to announi'e its own change 
in network structure, allowing adver- 
tisers to buy a haiid-j)icked network, 
within certain dollar-volume limit>. 
l'r(d)abl\. the limits w ill be lower than 
those im|josed l)\ \I>C, based on 
(TiS' confidence that it has top radio 
lislenership and thus will suffer few 
re\( inie losses e\eii though adveitisers 
ha\e the opjjortnnitx to drop stations. 
'1 he reasoning, probably, is that many 
i»(>r? sponsors will elect to retain their 



Only One Station gives you 




in Mid- America 



KCMO reaches eleven radio homes 
for every ten reached by the next 
closest Kansas City station. That's 
a bonus that adds up. Get proof- 
get the facts on Mid-America radio 
coverage from the Conlan "Study 
of Listening Habits" in the Mid- 
America area. Parts 1 and 2 of the 
3-part continuing study are ready. 
Write on your letterhead to 



present network lineup on CBS than 
will cut down. 

As far as rate structures at indi- 
idual stations are concerned, CBS has 
indicated strongl) that it will not make 
any changes like those contained in the 
-\BC reorganization plan. It bases its 
|)o.'-ition on the fact that BMB data 
needed to e\aluate station circulation 
is out of date. In pointing this out, 
CRS Radio President Howard S. Meig- 
han noted that a new BMB-type study 
will soon he underway, and indicated 
that CBS will not reevaluate rates of 
its affiliates until this new data is avail- 
able. ( For story on the new BMB-type 
study, see story on page 39.) 

W'hile \BC and CBS demonstrate 
by periodic announcements that they 
are changing to meet the times, simi- 
lar changes, but on a lesser scale, oc- 
cur at MBS and ABC. MBS and ABC 
planners believe thc\ do not need to 
change as radically as the two leaders 
because the) are alread)' set up along 
highl) flexible lines. But it would he 
a mistake to regard them as static. 

MBS spokesmen point out. for ex- 
ample, that while NBC and CBS are 
changing in the direction of the kind 
of flexibility which has alwa}s char- 
acterized the i\IBS operation. Mutual 
is itself moving to acquire some of the 
xaluable attributes of the- top nets. 
Its recently concluded .S2..500.000 deal 
with AIGM for new programs starring 
Hollywood top names gives MBS at- 
tractions on a comparable basis to 
those of j\BC-CBS. And the recent 
financial realignment engineered by 
the network's chairman of the board, 
Tom 0"Neil. gives MBS more financial 
and station cohesion than it has ever 
had. 

ABC. though it has been set up for 
)ears to allow S|)onsors their own 
choice of stations, on a dollar-\'oIume 
i)2sis. is mulling additional flexibility 
( hanges. These will probably take the 
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form of expanded rotating s]jonsor- 
ship plans. 

Out of this weher of seemingly iso- 
hited developments will come that her- 
alded network of the future. S])oiisors 
who value the sales power of their net- 
work radio shows can help ease the 
liirth pangs hy not jumping to hasts 
I'onclusions ahout the so-called weak- 
ness of network radio in a TV era. 
Kather. network executives urge that 
ihey regard the radio niedimn sepa- 
rate from the television medium as de- 
signed to do its own joh. That's what 
(ill the evolution is ahout — to hel]) iiet- 
ivork radio stand on its own feet in tlie 
(lavs to come. * ★ * 



SPORTS SPONSORSHIP 

\Continued from page 38) 

talk to and in which sport. TV, for 
example, has hrought a new boom to 
gate receipts of wrestling matches. 
Thus far this vear, according to the 
IFall Street Journal, ahout 12.0()().()00 
spectators in the L'. S. have paid $1.5.- 
OOO.OOO to see professional grunt-and- 
groaners from the ringside. That's a 
9'( rise in attendance, an 11'^ gain 
in gate receipts over a year ago. Com. 
pared with 1946, the zoom in atten- 
dance amounts to . the gate re- 
ceipts gain to 180'/?. Wrestling pro- 
moters agree TV drew in the new fans. 

In hockey, however. TV^ seems re- 
sponsible for causing the hig-league 
sport to skate on thin financial ice. 
Hocke)' attendance in American cities, 
according to the W all Street Journal, 
is down an average of 15% to 209* 
from what it was in the 1947-48 sea- 
son. Last year, slightly over 2.000. ■ 

000 fans spun the turnstiles to the tune 
of $4,000,000, compared to 3,000,000 
attending arenas the season before. In 
Canada, on the other hand, which has 
no TV. hockey arenas are flourishing. 
Indeed, scalpers can still pick up lOO'-^ 
[irofit on re-sale of tickets. 

Maurice Podoloff of the American 
Hocke) League says flatl) : "TV keeps 

1 he fans in their homes." But Gen. 



John Reed Kil])atrick, president of 
Madison Square Garden, appends: 
"TV itself is good for hockey, in that 
it brings the sport Into contact with 
])otential fans. Yet It's still too early 
to sa) whether new fans actually are 
attending games, as result of first see- 
ing them on TV."' 

Now eoncluding is an ex])eriment 
designed to gauge TV's eflect on ama- 
teur football game attendance. This 
is the test by the 300 colleges com- 
prising the National Collegiate Ath- 
letic Association. Last summer, NCAA 
announced that Westinghouse Electric 
Corp. would exchisivel) televise its 
games over NBC In 52 areas. Gimmick 
was to "bla<'k out" each area on three 
non-consecutive Saturdays. Thus, Chi- 
cago Lniversit)"s National Opinion 
Research Center could survev the ef- 
fects of home-viewing on stadium at- 
tendance. 

Despite a storm of protests from 
school-tie fans, bellyaching about the 
TV "blackouts," NCAA has grimly 
gone ahead. Results of the study will 
be read) b) Januar) , and NCAA's 300 
colleges will check closely before for- 
umlating their 19.52 TV policies. The 
only one really happy with the plan Is 
Westinghouse's Pittsburgh Consumer 
General Manager Jack McKibben who 
told sponsor: "We can definitely at- 
tribute big boosts in sales to the foot- 
ball games we've made available to 
the viewing public. Dealers report 
consumers say they want the refrigera- 
tor Betty Furness demonstrated on TV 
last Saturday." ★ ★ ★ 



510 MADISON 

{Continued from page 10) 

in selling their various products over 
the air." 

1 noticed in their 19.51 List of Mail 
Order Radio Stations that they list 
WIP as one of these stations. Follow- 
ing are c.xcer])ts from a letter I sent 
this organization: 

. . WIP has ne\'er accepted a i*I 
of jjerceiitage-of-sales deal of any kind. 
An) mail order business that we have 
taken has been at regular card rate. 
Please correct the list immediatel) 
omitting WIP since we take no per- 
centage deals for mail order or for an} 
other ty]te of busiru^ss." 

I further stated, "If your list is as 
Inaccurate for other stations as it is for 
WIP, It Is worthless. " 

I think you will be doing a service 
to all concerned if you publish this let- 
ter so that other stations, agencies, and 
sponsors ma) be warned. 

BENEDicr Gimbi:l, Jk.. Pres. 
WIP, Philadelphia 



RED FEATHER 

Thank you so iimch for using the 
Red Feather photo and our "roundup " 
of sponsors in \(jur Roundup depart- 
ment in the 5 November issue. 

'Ihe United Red Feather campaigns 
could never begin to pay for the won- 
derful support they receive from the 
radio and TV industr) but recognition 
in SPONSOR means a great tleal and is 
truly appre<'iated. 
Mary K. Dabnev 

United Red Feather Campaigns, X. ) . 



Mister MacPLUS, in kilts of plaid. 
Can pipe one ballad clear: 

"Let ithers take the high road, lad, 
Ye'll profit r-r-richer here!" 




For canny THRIFT, it's MBS! 

Here, by the MacPLUS Plan, 
A client can get more for less; 

Canny? You bet he can! 



— the difference is MUTUAL! 



i-+ + ++++fOH DilAllS: THE MUTUAL BROADCASTING SYSTEM • NEW YORK 18, N Y - 
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RIGHT Iht first timel TV 
(ilm spots Ky TELEFILM Inc. 

Hollywood I2B) Colif. sinte 1 938 



3 DECEMBER 1951 
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Where are radio nets heading? 

Said one NHC radio station man- 
afior : 

"1 don't understand \vli\ a radio net- 
work slays in bu>ine>s these days. ] 
wouldn't take the beating tliey're tak- 
ing. What do they get out of it?" 

Wliat he had reference to was the 
economics of network radio, whicli was 
unfavorable even in good day* and is 
]ilain blotto now. 

We're sure that the same thought 
lias creased the brow of more than one 
network chief and but for the bless- 
ing of highly profitable by-])roducts 
such a? owned-and-operated stations, 
rep firms and other useful a])pendages 
de|)cnding on network programing and 
prestige might have found permanent 
lodging. 

I'lit the solution to a stable radio 
network o])eration Is a ])rofitable oper- 
ation. It neither serves the national ad- 
vertisei nor the indnstrv to deal with 
bargain basement entities. 

1 he men who run the networks know 
this, and after some months and vears 



of floundering are beginning to feel 
their way out. Fortunately, the net- 
works boast excellent leaders who are 
fast emerging from the confusion-era 
hastened by the 1\ avalanche. From 
now on you can look for a new idea 
almost ever) week. This is part of the 
evolution process and in the present 
era is com])letely natural and normal. 

The problem of moulding the net- 
work of the future is not easy. It calls 
for a high degree of soothsaying, a 
higher degree of good fortune, and an 
equallv high degree of courage and 
patience. The NBC and CB.S moves 
that currently connnand the spotlight 
include all these ingredients. 

We hope that the advertiser will look 
on the manv moves as radio's new trial 
and error era; as radio's eflort to make 
a profitable medium for the advertiser 
into a profitable medium for the net- 
work. 

The early moves are encouraging. 
They show a common-sense approach 
to radio basics previously lacking; they 
show imagination. Although we dis- 
agree with much that is being done, as 
do many stations and advertisers, our 
advice to the s])onsor is this: the net- 
works are trying. What they are try- 
ing to build is important to you. The 
understanding and encouragement that 
you show them today will result in a 
bigger and better advertising vehicle 
for you tomorrow. 

Better facts on radio 

Some of the confusion about radio 
as an advertising medium was dis])elled 
last week when NBC and CBS jointly 
released a long awaited analysis of to- 
day's radio listener (who he is. where 
he listens, how many hours he listens). 



Financed by the two networks, it was 
the work of American Research Bu- 
reau, Washington, D. C, and utilized 
the Diary technique. 

The ANA, which in at least one of 
its reports on radio listening in TV 
homes concluded that a TV home must 
be eliminated as a unit of radio listen- 
ing, must be adjusting its thinking on 
the basis of the findings. Here are a 
few: 

n% of radio listening in TV homes 
is done on "secondary" sets. These are 
the sets that A. C. Nielsen frequently 
fails to measure with his Audinieter 
system. 

4^6% of TV families have 3 or more 
radios, while 35% of radio-only fam- 
ilies have 3 or more radios. The con- 
clusion is that more "secondary" set 
listening goes on in TV homes than in 
non-TV homes. The Nielsen national 
radio survey does not measure homes 
with 3 or more radios. 

In its NBC-CBS study. American Re- 
search Bureau, which is retained by 
many of the nation's top advertisers, 
concentrated on the individual listener. 
James Seiler, head of ARB, states that 
the individual listener is the key to to- 
day's radio listening picture, that 
youVe got to follow him around all 
day (and night) to get the full listen- 
ing picture. His Diary technique, he 
says, does the trick. 

Vi'hile we don't intend to argue the 
merits of the Diary technique versus 
personal interview, telephone coinci- 
dental, or electronic we're convinced 
that measurement of individual listen- 
ing makes sense. Measurement of the 
home as a unit of listening is passe. 
We saw this four years ago and said 
so. We say so more than ever today. 



Applause 



Well done! 
!Mc(!aiiii-Krirk!J(Ui : \oui InteinatioM- 
a! Advertising Conference, flc-^igned to 
tell )()iir people throughout the world 
as well as \mtr \ew \ ork (le|iarl ment 
heads moif about Mc('ann l^rickson 
and good a(l\ ertisiitg. is a model of its 
kind. We're tm|)ic^^<d with the plan- 
ning, woik. and nionev dial'-^ going 
into the 3-da\ mid- l)c( ember gathering 
,il the \\ aldorf. WeM parli< iilarlv like 
lo s(;r your picscntat ion on radio and 
lelc\ i>-ion. W'r hope \oii'll let ns see it. 



Jo«' MoC^onnell: your leadership of 
the radio/TV section of Brotherhood 
Week is certain to reap the greatest 
harvest of good will in the history of 
the National Conference of Christians 
and Jews. That's guaranteed by the 
ini|)ortance of the men who have 
agreed to ser\c on \oiii- committee. 
Zciiilh: )oiir FiM audience survev 
linked to your national sjiot camj)aigii 
on hearing aids will ])oint out facts that 
every national advertiser should know- 
about I'M. Some areas place great Im- 



portance on FM ; some markets have a 
degree of FM listening that offers ex- 
cellent advertising opportunities. We'd 
like to see the completed survey. 

WJR: There's a good chance that 
ever you go — there's radio ' may 
shortly become a national hit tune. If 
so, you have only yourself to blame. 
Your promotion of this sprightly tune, 
sung in folk music style by Pete and 
Joe, is a radio classic. The whole in- 
dustry should give you a vote of thanks. 
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A 



leopard 
doesn't change 
its spots... 

but smart time buyers do! 

When an independent station like WNHC 
goes NBC and delivers an important 
market like New Haven* then it's time 
for many a time buyer to reconsider his 
budget allocations for this major market 
of Southern New England. 

WNHC-NBC assures the edge in listener- 
ship. Aggressive merchandising — loyal 
friendships among retailers, distributors — 
a proven ability to sell in this New England 
community — adds to the attractiveness of 
the WNHC-NBC combine . . . and makes 
it one that will be used more and more in 
the future to "deliver New Haven." 



New Haven's families earn an aver- 
age of $5,426, spend more than 
$48,000,000 on food, better tfian 
$22 1 ,000,000 in retail stores, over 
$6,000,000 in drug stores. 



WIVIHC IVBC 




FM 



lew haven 



represented by the Katz Agency 




EASURlT*3C3 federship In ferms mf mnn^&S abiiUacts, WTaG ct^rties t\w 
a e0ufi& ®f adH#fiiseEs who liavc %i§m mm WTAO ( oiitiiuioiisl)' (o* 10 yc 

lu tliii is^iil fflid during A£ fmmmm B^i&m yescn, srf irs history, WTAG 
captured £im fleli the number on& spoi aiiio.i^ Xs Dftcstc ■ riidio statiji-ins. 
For those SI pi^ri3 WfACl flits hmm under xli i«Ttf ivrrtcrsliip aud nianagement, 
successfully dje^jaii^ig tvety effort tm tbt kioi pf ^■nsg^Biuuing which would 
build and wici ihl a^udiiiKi! of tte luiioi CelO-fel Neup lingLind. Ara-rkct. 

H^/ May mm keep ym ///; as? Jrffe IFSJI^*^ ^^^mbip us shoivti hy PhIsc, 
ber akd 
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